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Seattle  Post-Intelligencer 

seattlepi.com 


Beaumont  Enterprise 

WWW  sOiJthdasttexa6tjve.com 


Edwardsville  Intelligencer 

WWW  goedwardsvtlle  com  \ 

Houston  Chronicle 

wvyw  chron.com 

Huron  Daily  Tribune 

WWW  michigan.sthumb  com 

Laredo  Morning  Times 

WWW  lmtonjine.com 


•  Midland  Daily  News 

WWW  ourmi^and.com 

Midland  Reporter-Telegram 

‘  WWW  mywestte, xas.com 


Albany  Times  Union 

WWW  timesunioo.com 


Plainview  Daily  Herald 

WWW  my  plain  View  com 

San  Antonio  Express-News 

www.mv8anantonio.com 

San  Francisco  Chronicle 

www.sfgate  com/chrooict© 


Real  Journalism. 
Real  Communities. 
Real  Time. 


At  Hearst  Newspapers,  we’ve  set  our  sites  on 
bringing  the  best  of  journalism  online.  Just  visit  any 
of  our  newspaper  Web  sites,  and  you’ll  find  innovative 
approaches  to  presenting  news,  features  and  adver¬ 
tising.  Rather  than  looking  at  the  Web  as  another 
“rack”  for  newspapers,  the  Hearst  online  teams 


take  full  advantage  of  the  benefits  offered  by  the 


Listening... And  Responding. 


Some  press  manufacturers  are  big  on  listening. 
DGM  has  not  only  been  listening-we’ve  been 
responding  for  over  30  yetirs.  With  regultir 
introduction  of  new  technology  that  puts  newspttpers 
and  commercial  printers  on  the  cutting  edge  of 
make-ready  efficiency  and  productivity,  DGM 
has  a  proven  track  record  of  response  and 
commitment  to  the  printing  industry. 


From  ptuls  <ind  service  excellence  to  the  highest 
quality  U.S.  made  presses,  DGM  proves  that 
we  are  not  only  listening-but  responding. 


DAUPHIN  GRAPHIC  MACHINES,  INC. 

P.  O.  Box  573,  Elizabethville,  PA  17023  I  800.DGM.6I  19  or  717.362.3243  I  www.dauphingraphic.com 


LETTERS 


MISTRUST  BREEDUONTEMPT 

I  WAS  HAPPY  TO  SEE  YOUR  ONLINE 
story  on  the  AP  counting  civilian 
deaths  in  Iraq  (June  24).  It  was  ( 


1  story  on  the  AP  counting  civilian 
deaths  in  Iraq  (June  24).  It  was  ex¬ 
actly  the  kind  of  informative  and  critical 
article  that  seems  to  be  missing  in  much 
of  our  domestic  news  media  coverage.  Yet 
my  happiness  was  tinged  with  a  certain 
irony. 

You  see,  I  am  one  of  tens  of  millions  of 
citizens  that  have  developed  a  deep  suspi¬ 
cion  that  the  American  news  media, 
much  of  it  seemingly  con¬ 
trolled  by  corporate  inter-  , 

ests  overtly  friendly  to  the  WE  LL 
Bush  administration,  is  no  ^th  this  m 
longer  doing  a  good  job  of  summer i 

questioning  the  govern-  cycle.  We  wit 

ment’s  assertions,  even  publish  ever 

when  those  assertions  with  caver  d 

seem  to  be  blatantly  ab-  28,  Au^ 

surd.  This  is  how  I  found  and  Sept 

your  article;  having  aban-  willcontinu 

doned  more  conventional 
news  media.  I’m  getting  in 
the  habit  of  searching  for  the  truth  online. 
Your  readership  had  best  be  advised  that 
we  are  not  a  captive  audience  in  this  In¬ 
ternet  age.  If  the  conventional  mass-mar¬ 
ket  news  media  does  not  quickly  return  to 
its  proper  role  of  unbiased  skeptical  in¬ 
quirer,  a  good  portion  of  its  audience 
surely  will  abandon  it. 

STEVEN  RANDOLPH 
Lakeland,  Fla. 


thoughtful  piece.  I  want  to  pass  along 
this  URL  to  a  site  dedicated  to  counting 
the  civilian  deaths,  in  case  you  are  un¬ 
aware  of  it;  http://www.iraqbody 
count.net. 

WILLIAM  O’DALY, 

Auburn,  Calif. 


WORRY  ABOUT  OUR  OWK  INSTEAD 

The  fact  is,  the  U.S.  is  still 

fighting  a  war  in  Iraq  and  count¬ 
ing  casualties  does  nothing  to  ad 


We’ll  be  Back 

With  this  issue,  EScPetJers 
its  summer  publishing 
cycle.  We  will  continue  to 
publish  every  other  week, 
with  cover  dates  July  14, 
July  28,  August  11,  August 
25  and  September  8.  We 
will  continue  to  update  our 
Web  site  daily. 


HE  FACT  IS,  THE  U.S.  IS  STILL 
fighting  a  war  in  Iraq  and  count¬ 
ing  casualties  does  nothing  to  ad- 

_  vance  an  end  to  the  war. 

The  safety  of  our  troops 
should  be  the  top  priority 
nJers  of  those  directing  this 
»  war.  The  media  should 

’  be  more  concerned  with 

this  at  the  present  time 
and  less  concerned  about 
winning  an  award  or 
^  writing  another  book. 

GARY  MCCLURE 
Erlanger,  Ky. 


BRIN6IN6  OUT  THE  DEAD 

1WANT  TO  THANK  BARBARA  BeDWAY 
for  her  article  on  counting  civilian 
deaths  in  Iraq.  It  is  a  useful  and 


WAR-HEADS  IN  THE  PRESS 

WILLIAM  E.  Jackson  Jr.  high- 
lights  a  problem  that  many,  if 
not  most,  newspapers  in  the 
English-speaking  world  experienced 
(“Opinion,”  June  16,  p.  33).  The  New  York 
Times  would  be  far  from  alone  in  having 
h>ped  the  case  for  war. 

In  a  way  it  was  the  most  basic  of  jour¬ 
nalistic  errors:  They  bought  into  a  stoiy 
without  verifving  it.  In  this  case,  the  “sto¬ 
ry”  was  being  told  by  the  President  of  the 
United  States. 

STEVE  WITHERS 

Wellington,  New  Zealand 


— 50  YEARS  AGO  --- 

NEWSPAPERDOM  *  FROM  EDITOR  &  PUBLISHER 


JUNE  27,  1953: 

When  asked  by  Dr  Chilton  R. 
Bush,  director  of  Stanford 
University's  Institute  for 
Journalistic  Studies,  to  define 


and  publisher  Plamer  Hoyt  said. 
“McCarthyism  is  a  danger  where 
newspapers  are  willing  to  carry 
trials  on  Page  One  without 
necessarily  referring  to  proof  and 


McCarthyism,  Denver  Post  editor  acquittal.' 


The  Cincinnati  Enquirer's  district 
managers  literally  bet  their  shirts 
that  they  would  reach  quotas  dur¬ 
ing  the  paper's  “Bet  Your  Shirt” 
campaign.  If  they  won,  they'd 
receive  six  new  dress  shirts. 
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♦  ♦  ♦ 

THIS  WEEK  ON  THE  WEB 

Exclusively  on  editoranapublisher.com ... 

In  the  post-Jayson  Blair  era.  columnist  Steve 
Outing  thinks  newspaper  Web  sites  can  play  a 
vital  role  in  restoring  the  public’s  trust  in  jour¬ 
nalism  by  making  reporters  and  editors  more 
accountable  (“Stop  the  Presses.”  June  25). ... 
Newspaper  press  makers  are  doing  their  part 
to  train  the  next  generation  of  press  workers  with 
new  educational  programs  and  printing  labs 
(“Headlines.”  June  26). ...  Columnist  Charles 
Bowen  visits  the  Sacred  Texts  Web  site,  which 
explains  world  faiths  and  offers  resources  for 
religion  writers  (“Digital  How-to.”  June  24). ... 
And,  as  always,  a  new  Photo  of  the  Week,  an 
E&P  Online  Poll  and  the  latest  E&P  classifieds. 


www.editorandpublisher.com 


JUNE  30,  2003  EDITOR*  PUBLISHER  5 


6  EDITOR& PUBLISHER  JUNE  30,  2003 


www.editorandpublisher.com 


TO  FREEDOM 

Media  heavy¬ 
weights  were 
expected  to  be  among 
the  initial  bidders  for 
Freedom  Communica¬ 
tions  Inc.  last  week 
as  a  group  of  share¬ 
holders  opposed  to  a 
sale  sought  support 
for  a  plan  to  keep  the 
company  in  famiiy 
hands. 

Three  descendants 
of  Freedom  founder 
R.C.  Hoiles  said  in  a 
memo  to  company 
employees  last  week 
that  they’re  working 
with  a  private  equity 
firm  to  buy  out  share¬ 
holders  who  have 
been  pressing  for  a 
sale  of  the  company, 
which  analysts  esti¬ 
mate  could  fetch 
more  than  $2  billion 
if  sold  to  one  buyer. 

“We  are  doing 
everything  in  our 
power  to  prevent 
such  a  final  and  un¬ 
happy  ending  to  this 
fine  company  of 
which  we  are  very 
proud,”  they  wrote. 

The  shareholders 
are  working  with  the 
investment  firms 
Blackstone  Group  LP 
and  Providence 


The  ‘Sun'  comes  out. 

Imt  stoim  clouds  lomain 


Workers  in  Baltimore  buck  their  own 
leadership  and  approve  new  contract, 
but  say  they  won’t  be  happy  campers 

BY  JOE  STRUPP 

Life  at  T^ie Sun  in  Baltimore  may  never  be 
the  same  after  the  recent  bitter  contract  talks, 
which  ended  last  week  with  union  members 
voting  overwhelmingly  for  a 
new  contract,  while  voicing 
resentment  toward  a  man¬ 
agement  team  that  stripped 
them  of  automatic  raises  and 
some  job  security  —  and 
trained  replacement  workers 
to  step  in  if  a  strike  had 
occurred. 

Even  though  Washington- 
Baltimore  Newspaper  Guild 
workers  at  the  Sun  voted,  319 
to  102,  to  approve  a  new 
four-year  contract,  most  ad¬ 
mit  they  did  so  because  they 
felt  they  had  no  choice  as 
scabs  waited  in  the  wings  to 
take  their  jobs  and  uncer¬ 
tainty  lingered  over  what  fu¬ 
ture  talks  might  bring.  “It 
was  seen  as  a  very  aggressive 
act,”  David  Folkenflik,  a 
nine-year  Sun  reporter,  said 


Cop  stands  guard  outside  the 
‘Sun’  after  workers  tossed 
contract  —  after  OK'ing  it 


about  the  replacement  workers.  “People  felt  their 
work  was  not  being  valued.” 

Other  employees  said  they  would  not  forget  the 
shabby  treatment  in  the  future.  “If  someone  asks  me 
to  work  on  a  weekend.  I’m  going  to  remember  this,” 
said  Candus  Thomson,  a  sportswriter  and  1 6-year 
Sun  veteran.  “They  may  have  w'on  a  battle,  but  they 
lost  the  goodwill  war.” 

Howard  Libit,  an  environmental  reporter,  also  be¬ 
lieved  the  company  might  see  a  boomerang  effect. 

“Will  we  be  a  little  more  will¬ 
ing  to  put  in  for  overtime 
pay?  Yes,”  he  said. 

Newspaper  managers, 
however,  said  the  contract 
was  a  good  one.  Although 
the  agreement  includes  a 
first-year  wage  freeze,  a 
change  allowing  the  compa¬ 
ny  to  transfer  employees  to 
other  jobs,  and  a  new  partial 
merit  raise  system,  it  also 
provides  a  $1,500  bonus  — 
$500  more  than  the  original 
offer  —  and  keeps  layoff  pro¬ 
tection  based  on  seniority. 

Still,  newspaper  execu¬ 
tives  cautioned  union  mem¬ 
bers  that  such  changes 
would  be  the  norm  from 
now  on  as  the  paper  seeks  to 
compete  in  a  growing  news 
market.  “This  is  a  hard  les¬ 
son  for  unions,”  said  Linda 
Geeson,  director  of  market¬ 
ing  and  communication  for 
the  Sun,  who  defended  the 
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replacement  worker  plan  as  a  necessity  for  today’s 
daily  newspapers.  “Papers  cannot  afford  to  not 
publish,”  she  stressed.  “Competition  is  so  great,  it  is 
easy  for  readers  to  go  on  the  Internet  and  get  free 
news  and  never  come  back.” 

The  contract  approval  came  late  last  Tuesday, 
just  hours  before  the  old  agreement  was  set  to  ex¬ 
pire,  and  a  possible  strike  could  have  occurred.  Al¬ 
though  the  two  sides  had  been  negotiating  for  just 
over  two  months.  Sun  employees  have  a  tradition  of 
not  working  without  a  contract,  union  members 
said,  indicating  a  contract  rejection  could  very  well 
have  meant  a  walkout. 

In  the  end,  the  membership  overwhelmingly  ap¬ 
proved  the  deal  despite  the  local  Guild  leadership’s 
recommendation  that  it  be  rejected  (and  that  mem¬ 
bers  keep  working  without  a  contract  while  talks 
continued).  “Nobody  liked  the  contract,  but  each 
member  had  to  make  their  own  calculation  about 
ratifying  it,”  said  Bill  Salganik,  Washington-Balti- 


more  Newspaper  Guild  president. 

Several  reporters  defended  Salganik  and  the 
union,  saying  their  pro-contract  vote  was  not  a  re¬ 
flection  on  the  union  leadership.  “I  think  they 
sensed  this  was  a  gun  to  the  head  and  that  people 
were  going  to  accept  it,”  Thomson  said  of  the  Guild 
negotiators.  “But  I  don’t  think  they  could,  in  their 
heart  of  hearts,  tell  us  to  swallow'  it.” 

Libit  agreed.  “I  think  the  leadership  did  a 
tremendous  job  and  I  don’t  think  the  vote  is  a  re¬ 
flection  on  them,”  he  added.  “I  think  they  were  so 
close  to  it,  they  got  caught  up  in  [negotiations]  and 
thought  they  could  move  it  closer  to  something  bet¬ 
ter.  It  is  over  with  now.” 

A  few  staffers  showed  concern  that  the  contract 
approval  might  be  seen  by  management  as  a  sign  of 
a  weakening  Guild  leadership.  “We  are  worried 
about  what  this  means  for  the  future  of  the  Guild,” 
said  Tanika  White,  one  Sun  reporter,  “and  how  [Tri¬ 
bune]  will  or  wall  not  view  the  Guild  as  a  threat.”  11 


Equity  Partners  Inc., 
according  to  a  person 
familiar  with  the 
effort. 

Bankers  and  out¬ 
side  company  direc¬ 
tors  are  set  to  review 
the  initial  bids  for  all 
or  parts  of  the  com¬ 
pany,  parent  of  The 
Orange  County  Regis¬ 
ter  in  Santa  Ana, 
Calif.,  as  well  as  27 
other  dailies  and 
eight  TV  stations. 

—  LUCIA  MOSES 


Taking  a  page 
from  last  March’s 
appellate  court  opin¬ 
ion,  a  federal  judge 
ruled  last  week  that 
the  former  McCarthey 
family  owners  of  The 
Salt  Lake  Tribune 
could  try  to  buy  back 
Utah's  biggest  daily 
—  despite  the  Deseret 
Morning  News’  veto  of 
the  family's  bid  to 
buy  the  Tribune’s 
stock  in  the  Newspa¬ 
per  Agency  Corp. 
(NAC)  that  handles 
business  and  produc¬ 
tion  operations  for 
both  papers. 

U.S.  District  Judge 
Ted  Stewart  told  the 
former  owners  in  the 
Salt  Lake  Tribune 
Publishing  Co.  to  be 
ready  to  put  up  the 
money  for  the  paper's 
assets  as  early  as  the 
end  of  July.  The  Judge 
did  not  require  the 
Tribune’s  present 
owner,  William  Dean 
Singleton's  Media 
News  Corp.,  to  sell 
the  paper,  saying  that 
issue  could  be  settled 
in  a  trial  set  for 
November. 

—  MARK  FITZGERALD 


Ink-stained  reporting 


the  papers,  which 
eventually  led  to  the 
conclusion  that  they 
were  fabricated. 

“We  felt  it  was 
necessary  in  order  to 
find  out  whether  the 
documents  were 
authentic,”  Jay 
Jostyn,  a  Monitor 
spokesman,  said 
about  the  paper’s 
review,  which  included 
paying  the  experts 
nearly  $9,000  to 
examine  the  paper¬ 
work.  Valeiy  Aginsky, 
an  ink  chemist,  found 
that  the  ink  on  the 
documents  purported 
to  be  from  1992  and 
1993  had  not  aged 
enough  to  have  been 
written  that  long  ago. 

The  daily  paper  de¬ 
tailed  the  checking 
process  in  a  lengthy 
story  on  June  20.  Along 
with  that  story,  a  note 
from  editor  Paul  Van 
Slambrouck  also  ap¬ 
peared.  “Journalism 


double-check  the  facts 
and  plan  a  small  correc¬ 
tion.  It  conducted  a 
lengthy,  costly  investi¬ 
gation  into  the  Iraqi 
government  records 
that  had  formed  the  ba¬ 
sis  for  the  earlier  report. 
The  analysis  included 


BY  JOE  STRUPP 

WHEN  DOUBTS 
arose  about 
a  Christian 
Science  Monitor  story 
indicating  that  Saddam 
Hussein’s  government 
had  paid  off  a  British 
Parliament  official  to 


Some  of  the  questionable  docu¬ 
ments  examined  by  the  experts. 

always  involves  a  po¬ 
tential  tension  between 
speed  and  accuracy, 
and  the  decision  on 
when  to  publish  a  story' 
rests  with  the  editors 
here  in  Boston,”  the 
statement  read,  in  part. 
“We  view'  this  episode 
as  instructive  on  that 
point,  and  hindsight 
tells  us  we  did  not 
strike  the  perfect 
balance.” 

Since  the  fall  of  Hus¬ 
sein’s  regime,  numer¬ 
ous  news  outlets  have 
referred  to  documents 
found  in  the  country 
in  reporting  on  possible 
weapons  of  mass 


Gen.  Sala  Abdel  Rasool,  the  source  for  the  newspaper's 
disputed  “Galloway”  documents,  in  his  Baghdad  salon 


promote  Iraq’s  inter¬ 
ests,  the  Boston-based 
newspaper  didn’t  just 


hiring  four  document 
experts  and  an  ink 
chemist  to  scrutinize 
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THE  CANNIBALS 
AMONDNS 

New  research 
from  Dallas- 
based  Belden  Associ¬ 
ates  shows  that 
newspaper  Web  sites 
may  hurt  print  read¬ 
ership.  The  survey 
of  online  newspaper 
users  contradicts  a 
similar  Belden  survey 
from  last  summer. 

In  that  earlier 
study,  Belden  found 
that  Web  sites 
weren't  cannibalizing 
print  subscriptions, 
single-copy  purchas¬ 
es,  or  readership 
patterns.  Successive 
quarters  have  shown 
a  possible  reversal 
of  that  pattern. 

The  online  survey 
of  newspaper  site  vis¬ 
itors  found  that  only 
8%  bought  more 
single  print  copies, 
while  12%  bought 
less.  And  20%  said 
they  read  the  print 
edition  less  frequent¬ 
ly,  with  6%  saying 
they  read  print  more. 

Belden  cautions 
that  its  surveys  are 
not  national  samples, 
and  doni  measure 
the  same  publications 
from  quarter  to 
quarter. 

"We're  not  overly 
alarmed,  but  we  think 
the  industry  ought  to 
keep  an  eye  on  this 
thing,"  said  Greg  Har¬ 
mon,  Belden's  inter¬ 
active  director.  "I'm 
concerned  about  the 
readership  number 
because  readership 
is  going  to  eventually 
affect  purchasing 
behavior,  whether  it 
be  single  copy  or 
subscriptions." 

—  CARL  SULLIVAN 


destruction  and  many 
aspects  of  life  under 
Hussein,  with  question¬ 
able  proof  of  their  valid¬ 
ity. 

The  original  Monitor 
story,  by  reporter  Philip 
Smucker,  ran  on  April 
25  and  indicated  that 
George  Galloway,  a 
member  of  Britain’s 
Parliament,  had  re¬ 
ceived  $10  million  over 
11  years  in  exchange  for 
his  efforts  to  promote 
Iraq  and  oppose  the 
U.S.  invasion.  Galloway 
has  been  an  outsjxjken 
critic  of  the  war  and 
British  Prime  Minister 


Tony  Blair,  according  to 
the  report.  It  followed  a 
story  in  the  Daily  Tele¬ 
graph  of  London  that 
accused  Galloway  of 
having  dealings  with 
Iraq,  but  which  relied 
upon  different  docu¬ 
ments  found  in  the  Iraq 
Foreign  Ministry. 
Smucker,  a  freelance 
writer  who  is  contracted 
by  the  Monitor,  received 
his  documents  from  an 
Iraqi  general  who  said 
he  found  them  in  a 
home  once  used  by 
Qusay  Hussein,  accord¬ 
ing  to  the  paper. 

Questions  about  the 


documents’  validity  first 
appeared  in  a  May  11 
story  in  the  Mail  on 
Sunday,  another  British 
newspaper,  which  re¬ 
ported  that  other  docu¬ 
ments  obtained  from 
the  same  source  had 
been  proven  false.  That 
report  led  the  Mon  itor 
to  begin  its  own  review 
of  Smucker’s  docu¬ 
ments.  Three  experts  re¬ 
tained  by  the  paper 
found  no  major  prob¬ 
lems,  but  a  fourth,  Has- 
san  Mneimneh, 
co-director  of  the  Iraq 
Research  and  Docu¬ 
mentation  Project  at 


Harvard  University,  said 
the  language  used  in  the 
documents  was  unusu¬ 
ally  blunt  and  the  dates 
spanning  11  years  were 
written  in  strangely 
identical  fashion.  That’s 
when  the  paper  hired 
Aginksy,  the  chemist. 

Van  Slambrouck  de¬ 
clined  to  comment  far¬ 
ther  on  the  situation, 
and  Smucker  could  not 
be  reached.  Jostyn  said 
the  paper  was  reluctant 
to  comment  further  due 
to  potential  litigation. 
Galloway  has  said  he  is 
contemplating  legal  ac¬ 
tion  against  the  paper.  11 


Is  it  profanity?  Some  papers  say  yes 


BY  DAVE  ASTOR 

SOME  COMICS  HAVE  BEEN 
pushing  the  language  en¬ 
velope  for  years,  but  some 
newspapers  still  don’t  like  it. 

Indeed,  two  major  dailies  felt 
the  presence  of  “sucks”  in  a 
recent  “Zits”  comic  would  be 
a  blemish  on  their  comic 
pages.  Yet  about  1,100 
other  papers  printed  the 
strip  —  illustrating  that 
frank  language  is 
becoming  more  accepted 
in  the  media. 

Even  so,  comics  pages 
—  with  their  dual  audi¬ 
ence  of 
adults  and 
kids  —  re¬ 
main  one  of 
the  most 
sanitized 
parts  of  a 
newspaper. 

The  June 
20  “Zits” 
showed  teen  Jeremy  Duncan 
mowing  '"this  sue”  into  the  lawn 
to  express  his  disgust  with  the 
task.  Readers  could  fill  in  the 
"ks”  with  their  imaginations. 
“That’s  not  a  word  we’re  com¬ 
fortable  printing  anywhere  in 
the  paper,”  said  Sherry  Stem, 
assistant  features  editor  at  the 


Los  Angeles  Times. 

Geoff  Brown,  associate 
managing  editor/features  at 
the  Chicago  Tribune,  added: 
“We  prefer  to  be  a  little  more 
elegant  than  that.” 

After  discomfort  was 


expressed  with  the  strip.  King 
Features  Syndicate  provided  a 
substitute  showing  Jeremy 
mowing  ""this  stin”  (minus  the 
"ks”).  “We  aim  to  please,”  said 
“Zits”  co-creator  Jeny  Scott  of 
the  alternate  comic  he  drew. 

But  Scott,  who  collaborates 
with  Jim  Borgman,  doesn’t  feel 


“sucks”  is  that  big  a  deal.  “I  j 

don’t  love  the  w'ord,  but  it’s  not  i 
considered  profane  in  a  lot  of 
places,”  he  told  Ei^P.  “In  that 
situation,  any  teenager  would  i 
probably  use  that  word.  I  hear 
parents  using  it.  I  hear  it  on  | 


prime-time  television  and  talk 
radio.” 

Scott  said  “Zits”  includes 
frank  language  sparingly,  but 
added:  “You’re  binding  the 
hands  of  a  humorist  when  you 
can’t  use  popular  slang  in 
comics,  which  are  supposed  to 
reflect  society.”  i] 
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A  golden  anniversary 


The  Associated  Pre; 


BY  SHAWN  MOYNIHAN 

IT’S  THE  FIRST  BOOK  WE  REACH  FOR  WHEN  WE 

have  style  questions,  and  the  last  word.  And 
now,  it’s  celebrating  a  birthday  of  sorts:  July 
marks  the  50th  anniversary  of  the  release  of  the  first 
official  Associated  Press  Stylebook. 

In  June  1953,  E^P  reported,  “Newspaper  Style 
throughout  the  country  will  be  affected  by  a  new  100- 
page,  12,000  word  style  book  to  be  issued  by  the  As¬ 
sociated  Press  around  June  15.”  The  AP  Style  Book,  as 
it  was  then  called  —  note  the  change  to  “Stylebook”  in 
later  editions  —  was  touted  as  “the  most  definitive 
and  inclusive  work  of  the  kind  ever  undertaken  by  a 
group  of  newspapers.” 

The  1953  version  replaced  the  1 6-page  AP  Style 
Book  and  TheAP  Copy  Book,  known  as  the  Red  Book, 
and  filled  with  all-cap  printer  forms.  Both  were  issued 
in  1951  and  were  not  considered  consistent,  leaving 
too  many  loose  ends  and  loopholes. 

Norm  Goldstein,  editor  of  the  stj  lebook  since  1989, 


told  fefPthat  although  the 
1953  version  was  the  first  of 
its  kind,  no  anniversary'  cele¬ 
bration  is  planned  to  com¬ 
memorate  its  release.  As  far 
as  AP  is  concerned,  he  said, 
it  is  the  1977  version  that  is  regarded  as  the  bench¬ 
mark  for  ftiture  editions. 

In  1977,  Goldstein  explained,  the  stylebook  re¬ 
ceived  a  complete  overhaul.  Editors  added  many  ne\v 
entries  and  put  all  of  them  into  alphabetical  order, 
which  in  turn  made  consulting  the  book  quicker  and 
easier. 

With  the  advent  of  the  Internet,  the  stylebook  is 
now  available  by  subscription,  online  at  www'.apbook- 
store.com.  It  is  updated  periodically  (“Whenever  it’s 
warranted,”  Goldstein  said).  Editors  at  AP,  as  well  as 
faculty  at  journalism  schools  and  editors  at  newspa¬ 
pers  around  the  world,  make  suggestions  on  style 
changes  as  they  arise.  1! 


‘AP  Style  Book,’  June,  1953 


Here  are  some  excerpts 
from  EisiPs  first  news 
story  by  Ray  Erwin, 
hailing  the  arrival  of  the  “AP  Style 
Book”  in  our  June  6, 1953  issue: 

■  “While  local  copy,  in  many 
cases,  will  continue  to  conform  to 
local  us^e,  even  that  department 
of  the  news  report  is  expected  to 
reflect  trends  clearly  out¬ 
lined  in  the  new  book.” 

■  “The  Religious  sec¬ 
tion  invades  almost  vir¬ 
gin  territory  by  offering 
complete  information 
concerning  the  names 
of  churches  and  correct 
official  titles  of  church¬ 
men.  The  Sports  section 
covers  a  field  generally 
overlooked  in  style  books  with 
data  on  every'  sport  from  water 
polo  to  skiing.” 

■  “The  new  style  trend  is  defi¬ 
nitely  toward  simplification.  At¬ 
torney  General  and  similar  titles 
will  not  be  hyphenated.  Weekend, 
citywide,  nationwide  and 
statewide  will  be  written  minus 
hyphens.  (Webster  approves  both 
ways.)  This  is  regarded  as  the 
biggest  change  in  style  under  the 
new  dictum.” 


■  “Capitalization— the  extreme 
‘Up  East’  and  the  extreme  ‘Down 
West’  styles— presented  the 
gravest  problem  to  Mr.  [Gus] 
Winkler  and  the  APME  advisory 
group.  In  Iowa  and  westward  of 
that  state  the  definite  trend  is  to 
lower  case  letters,  and  eastward  of 
Iowa  the  general  trend  tradition- 


2dly  has  been  toward  capitaliza¬ 
tion.  Legend  has  it  that  western 
printers  in  the  early  day's  used 
capitals  sparingly  because  the  type 
had  to  be  transported  by  wagon 
over  long  distances  from  eastern 
type  foundries.  The  capital  letters 
w'ere  higher  in  cost  and  heavier  to 
haul.  One  early  western  publisher 
is  supposed  to  have  ordered  that 
only  the  name  of  the  newspaper 
and  God  be  capitalized- “and  if 
you  run  out  of  caps,  just  use  them 


for  the  name  of  the  paper.” 

■  “We  tried  to  n.ake  The  AP 
Style  Book  complete  enough  to 
answer  nearly  everything  but  not 
so  long  as  to  be  disregarded  and 
unread,”  said  Mr.  Winkler,  “but 
that  is  a  fine  line  of  demarcation 
to  attempt  to  establish.” 

■  ‘The  comma,  in  most  gram¬ 
mars,  is  used  before  the  conjunc¬ 
tions  ‘and’  and  ‘or,’  but  the  new 

style  will  drop  it.” 

■  TVe  will  not  water 
whislw  with  an  ‘e’  and 
henceforth  it  will  be 
cigarette,  as  spelled  on 
the  packs,”  said  Mr. 
Winkler. 

■  “Correspondence 
shows  that  it  will  have 
almost  universal 
acceptance,”  he  added. 

“Many  newspapers  will  make  local 
copy  conform  although  some  will 
use,  for  instance,  the  Mr.  prefix  to 
a  local  name  while  the  AP  does 
not.” 

■  “This  book  can  save  a  lot  of 

newspapers  a  lot  of  money,” 
observed  Mr.  Winkler,  ruefully 
glancing  over  his  data-littered 
desk  and  wearily  rubbing  his  tired 
eyes.  “They  can  supplement  it  for 
local  peculiarities  and  local  treat¬ 
ment”  H 


The  AP  bureau,  in  the  Seattle  Times  plant,  circa  1953. 


ADVANCE  ASKS 
FOR  YOUK  INFO 

Advance  Publica¬ 
tions  Inc.  of 
Staten  Island,  N.Y., 
is  the  latest  chain  to 
implement  Web  site 
registration.  Users  at 
wvrw.Cleveiand.com, 
www.nola.com,  and 
www.mLive.com  are 
asked  for  their  ZIP 
code,  year  of  birth, 
and  gender  before 
they  can  access  news 
pages.  The  sites  are 
affiliated  with  The 
(Cleveland)  Plain 
Dealer,  The  (New 
Orleans)  Times- 
Picayune,  and  several 
Michigan  newspapers 
owned  by  Advance. 

“The  strategy  is  to 
get  a  better  under¬ 
standing  of  our  audi¬ 
ence  in  aggregate,” 
said  Eliza  Wing,  pres¬ 
ident  and  CEO  of 
Cleveland.com.  “Its 
going  to  help  us  serve 
our  users  better  and  . 
our  advertising 
clients.”  Wing  said 
other  Advance  sites 
will  roll  out  registra¬ 
tion  later  this  year. 

A  similar  three- 
question  form  is 
being  used  by  USA 
Today  and  The  Wash¬ 
ington  Post.  Other  pa¬ 
pers,  such  as  those 
owned  by  Tribune  Co. 
and  Belo  Corp.,  re¬ 
quire  users  to  provide 
greater  amounts  of 
personal  information. 

Belden  Associates 
of  Dallas  has  been 
studying  the  registra¬ 
tion  form.  The  longer 
the  form,  the  more 
likely  consumers  are 
to  be  resistant,  said 
Greg  Harmon,  inter¬ 
active  director. 

—  CARL  SULLIVAN 
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CALIFORNIA 
Ed  Canale  has  been  named  vice  president 
of  new  media  and  strategic  planning  at 
The  Sacramento  Bee.  In  his  new  role, 
Canale  will  maintain  responsibility  for 
tbe  Bee’s  interactive  properties  and 
strategic  planning.  Canale  joined  tbe 
newspaper  in  December  1980,  serving 
as  assistant  managing  editor,  graphics 
and  features.  In  1993  he  became  direc¬ 
tor  of  marketing  and  in  1999  became 
director  of  new  media  and  strategic 
planning. 


BY  SHAWN  MOYNIHAN  NEWSPEOPLE©  EDlTORANDPUBHSHER.COM 

Hb  Randy  Siegel  has  been  named  publisher  of 

Magazine.  He  replaces  Jack 
a'  Griffin,  who  joins  the  Meredith  Corpora- 

^  magazine  group  president.  In  this 
capacity,  Siegel  is  responsible  for  the 
magazine’s  day-to-day  operations  as  well  as 
mm  ^  ■■  its  business  strategy.  Previously  he  was  an 
executive  vice  president,  overseeing  all  marketing,  business  de¬ 
velopment,  communications,  newspaper  relations  and  interac¬ 
tive  media  functions.  Rejoined  the  magazine  in  July  2001. 


I  L  o  R  I  I)  A 

Scott  Libin,  to  the  newly  created  position  of 
director  of  development  and  outreach  at 
The  Poynter  Institute.  He  is  a  former 
news  director  and  former  Poynter  faculty 
member.  Currently,  Libin  is  a  Cowles 
Fellow  at  tbe  University  of  Minnesota 
School  of  Journalism  and  Mass  Commu¬ 
nication  with  responsibility  for  teaching, 
research,  and  curriculum  review. 


HAWAII 

Joseph  A.  Bradley,  an  Ogden  Newspapers 
publisher  who  oversaw  The  Maui  News’ 
transition  three  years  ago  from  family 
ownership  to  an  Ogden  publication,  is 
returning  as  publisher  of  the  newspaper 
and  general  manager  of  Hawaii  Publica¬ 
tions  Inc.  Bradley,  55,  will  succeed  Patrick 
Saka,  41,  who  resigned  to  take  a  publish¬ 
ing  role  with  Gannett  Co. 


We  specialize  in  assisting  owners 
inexploringand  negotiatingthesale 
of  their  daily  newspapers  or 
non-daily  newspaper  groups. 


M I NN  ESOTA 

Peter  Koeleman  to  director  of  photography 
at  the  Star  Tribune  in  Minneapolis,  pro¬ 
moted  from  acting  director  of  photogra¬ 
phy.  Koeleman  replaces  Steve  Rice,  who 
was  assigned  to  help  oversee  conversion 
to  a  new  newsroom  computer  system. 


NEW  YORK 

Martin  Jorgensen  to  vice  president  and 
general  manager  of  The  Village  Voice. 
Jorgensen  began  his  career  at  the  Voice 
in  November  2002  as  controller. 


t  CALIFORNIA 

Martin 

to  publisher  of 

Yreka.  He  was  promoted  from 
editor  and  general  manager. 
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Attorney  general  seeks  news  media’s  compliance 
in  paving  the  way  for  authoritarian  ‘Patriot  Act  11’ 


WHENEVER  A  PUBLIC  OFFI- 
cial  complains  that  the 
press  is  doing  a  poor  job 
explaining  a  controver¬ 
sial  issue,  you  can  bet  that  the  news  me¬ 
dia  have  nailed  it  for  once.  That’s 
especially  true  when  the  complainant  in 
question  is  U.S.  Attorney  General  John 
Ashcroft. 

Like  Dr.  Frankenstein  pleading  the 
case  of  his  monster,  Ashcroft  the  other 
day  entreated  some  two  dozen  newspaper 
editors,  publishers,  and  news  broadcast¬ 
ers  to  portray  more  “accu¬ 
rately”  his  draconian 
creation,  the  gallingly  mis¬ 
named  USA  Patriot  Act. 

For  someone  whose  per¬ 
sonal  religious  beliefs  for¬ 
bid  dancing,  Ashcroft  did 
an  avdul  lot  of  light-foot¬ 
ing  around  the  facts  during 
his  exhortation  from  the 
prestigious  platform  of  an 
Aspen  Institute  conference. 

According  to  a  New  York  Times  account 
of  the  session  by  Adam  Clymer,  Ashcroft 
urged  the  press  to  report  that  federal  au¬ 
thorities  have  used  only  sparingly  the 
sweeping  powers  they  were  granted  under 
the  Patriot  Act  to  rummage  through  the 
records  of  libraries  and  bookstores,  or  bug 
every  telephone  a  “person  of  interest”  may 
happen  to  use.  Even  with  this  allegedly 
light  use,  Ashcroft  said:  “Over  the  past  20 
months,  the  Patriot  Act  has  become  a 
critical  reason  for  our  success  in  the  war 
against  terrorists,  stopping  further  at¬ 
tacks  in  the  United  States.” 

Ashcroft  provided  no  hard  numbers  for 
any  of  his  assertions  —  let  alone  specifics 


that  could  be  subjected  to  real  public 
scrutiny.  He  also  apparently  failed  to  ad¬ 
dress  the  non-partisan  General  Account¬ 
ing  Office’s  revelation  that  federal 
prosecutors  built  their  “successful”  record 
during  the  last  fiscal  year  by  wrongly  clas¬ 
sifying  nearly  half  of  their  288  supposedly 
“terrorism-related”  convictions. 

No  doubt,  the  latest  sales  pitch  was 
simply  Ashcroft’s  ham-handed  w'ay  of 
softening  up  the  press  for  the  bruising 
lobbying  ahead  when  he  finally  unveils 
his  “Domestic  Security  Enhancement  Act 
of  2003,”  better  knowm  as 
“Patriot  Act  II.”  Unfortu¬ 
nately  for  the  attorney 
general,  newspapers  have 
already  experienced  the 
consequences  of  Patriot 
Act  I  and  the  related 
Homeland  Security  Act: 
the  closed  immigration 
hearings,  unreportable 
secret  arrests,  and  whole 
categories  of  information  suddenly  placed 
off-limits.  Newspapers  know  how  much 
worse  it  could  get  under  Patriot  Act  II, 
thanks  to  an  analysis  by  the  American 
Society  of  Newspaper  Editors  (ASNE). 

Consider  this  chilling  scenario  uncov¬ 
ered  by  ASNE:  A  reporter  receives  a  page 
on  her  newspaper-issued  Blackberry  from 
someone  the  government  is  watching. 
Under  Patriot  Act  II,  authorities  with  just 
a  single  search  warrant  for  just  that  page 
could  seize  all  communications  that  are 
possible  through  that  device,  including 
the  reporter’s  entire  e-mail  archive. 

Ashcroft  is  dreaming  if  he  thinks  he  can 
convince  the  press  to  become  clueless 
cheerleaders  for  Patriot  Acts  I  and  II.  0 


If  you  really 
want  to  stay  out 
of  trouble,  you 
better  not 
reach  for  that 
Blackberry. 
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Convergence  in  Action 


IT  WAS  TIME  AGAIN  LAST  FALL 

for  the  kickoff  of  the  annual 
Sun-Sentinel  Children’s  Fund. 
The  paper’s  biggest  charity, 
the  fund  has  raised  money 
from  readers  for  area  special-needs 
children  for  15  years.  So  when 
Sun-Sentinel  Publisher  Bob 
Gremillion  decided  to  let 
Tribune  Co.  corporate 
sibling  WBZL-TV  39 
piggyback  on  the  name, 
there  were  some  hurt  _ 

feelings  at  the  Fort  Laud- 
erdale,  Fla. -based  paper. 

A  few  months  earlier,  Gremillion  might 
not  have  even  considered  tinkering  with 


With  a  former  broadcWniiief 
as  ‘referee/  thje  ‘Sun-Sentiner 
hopes  one  pffl^ffimuals  thri 


BY  LUCIA  MOSES 


i 


f 


! 


TV  reporter  Raelin  Storey  and  videographer  Joel  Graff 
prepare  to  tape  a  segment  on  the  Sun-Sentinel 
newsroom  set  for  the  WB39  News  at  Ten. 


'In'  -  ■jtliiiii'fe'ii 


who  have  their  eye  on  Gremillion.  Now 
that  most  newspapers  may  have  a  chance 
to  freely  buy  broadcast  properties  in  their 
own  markets  (pending  the  outcome  of  the 
battle  over  new  FCC  rules),  industry  play¬ 
ers  all  over  are  closely  watching  South 
Florida’s  “market  management”  approach  , 
as  a  potential  model  for  multimedia.  § 

One  question  they  hope  to  get  answered  = 
is  whether  such  an  integrated  management  s 
approach  really  helps  bring  together  two  » 
incongruent  cultures  —  a  key  to  making  3 
cross-ownership  work,  yet  one  of  the  most  ; 
difficult  goals  to  achieve.  S 

“Managers  will  find  that  this  is  one  of  the  = 
hardest  things  they’ve  ever  done,”  says  Al  5 
Tompkins,  who  teaches  broadcast  and  on-  = 
line  journalism  at  the  Poynter  Institute  in  | 
St.  Petersburg,  Fla.  It  “will  be  a  monumen-  « 
tal  task  to  make  it  happen  in  a  meaningful  d 
way.” 

Buying  into  multimedia 

Gremillion  didn’t  exactly  enter  a  market 
hostile  to  convergence  when  he  became 
publisher  six  years  ago.  For  one  thing, 
you’d  have  to  be  living  in  a  cave  to  work  at 
the  paper  and  not  know  that  multimedia  is  j 
the  strategic  focus  of  the  Sun-Sentinel,  all  ° 

the  way  up  to  Tribune  corporate.  Reporters  ; 
can  push  a  button  on  their  computers  to  * 


Sun-Sentinel  President  and 
Publisher  Bob  Gremillion, 
right,  confers  with  Senior 
Vice  President  and  Editor 
Earl  Maucker. 


initially  were  disappointed  in  the  charity 
decision.”  Now,  though,  the  former  broad¬ 
caster  says,  “I’m  going  to  put  on  the  striped 
shirt  and  be  the  referee.  I’m  trying  to  do 
what’s  best  for  the  combined  entity.”  That 
means  not  only  reporting  to  two  corporate 
bosses.  Tribune  Senior  Vice  President  Ray¬ 
mond  Jansen  and  Tribune  Broadcasting 
President  Pat  Mullen,  but  also  keeping  the 
peace  among  the  newspaper  and  station’s 
employees. 

It’s  not  just  the  suits  in  Tribune  Tower 


Meanwhile,  over  in 

The  management  setup  most  sim- 
ilar  to  Fort  Lauderdale  also  is  near¬ 
by  on  the  map.  About  215  miles 
north  on  Florida’s  Gulf  Coast,  Sarasota 
Herald-Tribune  Publisher  Diane  McFarlin 
oversees  the  news  staffs  and  a  combined 
sales  staff  of  the  newspaper  and  its  8-year- 
old  cable  news  station,  SNN  Channel  6. 

The  Sarasota  example  is  less  extreme  in 
that  the  Herald-Tribune  gave  birth  to 
SNN,  while  WBZL  existed  long  before  it 
began  meshing  with  the  Sun-Sentinel. 

It  was  while  visiting  Bob  Gremillion  in 
Chicago  in  the  early  1990s  and  observing 
the  separately  operated  CLTV  and  the 


the  name  of  his  paper’s 
beloved  charity.  But  he 
sees  things  differently 
since  taking  on  added  re¬ 
sponsibility  for  the  TV  sta¬ 
tion  last  October.  Tribune 
agreed  to  give  him  the 
dual-oversight  role  after 
getting  a  federal  waiver  to, 
for  the  first  time,  jointly 
operate  the  newspaper 
with  WBZL,  the  Holly¬ 
wood,  Fla. -based  station  it 
had  acquired  five  years 
earlier. 

“The  hypothesis  is  that 
we  can  run  the  two  of 
them  more  successfully 
than  we  could  if  they  were 
apart,”  says  Jack  Fuller, 
president  of  Tribune  Pub¬ 
lishing.  “It’s  truly  a  situa¬ 
tion  in  which  top 
management  is  indifferent 
to  where  the  dollar  rev¬ 
enue  is  recorded.  When 
you  do  it  on  a  cooperative  basis,  you  can 
get  close  to  that ...  but  organizationally,  it’s 
a  little  more  clumsy.” 

It’s  a  dramatic  departure  from  most  oth¬ 
er  newspaper/TV  cross-ownerships,  where 
the  top  TV  and  newspaper  executives  in 
theory  cooperate  to  leverage  each  other’s 
promotional,  business,  and  news  resources, 
but  at  the  end  of  the  day  are  responsible  for 
their  own  property. 

Gremillion  acknowledges  there  “may 
have  been  people  in  the  newspaper  who 


Sarasota... 


Chicago  Tribune  that 
convinced  McFarlin 
an  integrated  man¬ 
agement  was  idecd. 

“It’s  essential  to  func¬ 
tion  as  one  integrated 

oneration  ”  she  savs  McFarlin,  of 

Gyration,  snesays.  Herald-Tribune 

r  ou  have  to  strip 
away  any  sense  of  competition.” 

McFarlin,  for  one,  is  convinced  that  an 
integrated  sales  approach  shifts  the  focus 
to  meeting  the  customer’s  needs  and 
ultimately  will  lead  them  to  spend  more  — 
but  she  admits  she  can’t  prove  it. 

—  Luda  Moses 
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‘Sitn-Sentinel’  Partnerships 


A  network  of  broadcast  relationships  helps  get  the 
'South  Florida  Sun-Sentinel'  name  out  on  a 
variety  of  platforms: 

WBZL-39,  South  Florida  —  The  'Sun-Sentinel' 
shares  news,  cross-promotions,  and  ad  sales  re¬ 
sources  with  its  sister  station,  a  WB  affiliate. 
'WTVJ-'rV'  6,  Miami-Fort  Lauderdale  —  'Sun- 
Sentinel'-provided  news,  including  fully  produced 
segments  and  reporter  interviews,  appears  on  the 
NBC-owned  station's  newscasts. 

WPTV-TV.T,  West  Palm  Beach  —  Fully  produced 
news  segments  and  reporter  interviews  appear  on  the 
NBC  affiliate's  newscasts. 

WXE1„  West  Palm  Beach  —  The  'Sun-Sentinel,' 
with  the  National  Public  Radio  affiliate,  produces  the 
WXEL/Sun-Sentinel  News,  which  airs  in  morning  and 
afternoon  drive  and  during  an  extended  newscast  at 
noon. 

WIOD-AM  610,  Miami-Fort  Lauderdale  —  The 
'Sun-Sentinel'  provides  a  Clear  Channel  Communica¬ 
tions  radio  station  with  daily  news,  business  and  fea¬ 
ture  content. 

listen  to  the  day’s  radio  news  broadcast, 
produced  right  in  the  newsroom  by  one  of 
their  own. 

Ten  years  or  so  before  the  paper  started 
working  with  WBZL,  the  paper  had  scads 
of  formal  and  informal  news-sharing  rela¬ 
tionships  with  TV  and  radio  stations  (see 
box,  th  is  page).  The  paper  actually  pro¬ 
duces  news  packages  for  its  broadcast  part¬ 
ners,  and  is  one  of  few  in  the  country  that 
records  news  broadcasts  in  its  newsroom 
studio  for  its  local  radio  partners. 

People  here  buy  into  multimedia  be¬ 
cause  they  see  its  benefit  in  an  intensely 
competitive  market.  Because  the  Sun-Sen¬ 
tinel’s  market  straddles  two  DMAs  (desig¬ 
nated  market  areas),  West  Palm  Beach  and 
Miami-Fort  Lauderdale,  it  fights  for  atten¬ 
tion  with  more  than  30  TV  stations,  77  ra¬ 
dio  stations,  and  two  major  dailies,  Cox 
Newspapers’  Palm  Beach  Post  and  Knight 
Bidder’s  Miami  Herald. 

The  Sun-Sentinel’s  editor,  Earl  Maucker, 
has  long  believed  that  convergence  can  give 
the  paper  an  edge  in  a  competitive  environ¬ 
ment.  Back  in  the  early  days  of  these  part¬ 
nerships,  an  editor  left  the  room  in  protest 
every  time  TV  lights  went  on  in  the  news¬ 
room,  but  Maucker  says  attitudes  have 
changed.  In  fact,  the  paper  this  year  be¬ 
came  one  of  the  first  to  receive  a  regional 
Emmy  award,  for  a  2002  investigative 
piece  on  kennel  overpopulation  in  South 
Florida  that  it  produced  in  collaboration 
with  one  of  its  TV  partners.  “What  we’ve 
really  seen,”  he  declares,  “is  a  change  in  the 
culture.” 


Still,  partnerships  can  and  do  change. 

The  paper’s  relationship  with  WBZL, 
meanwhile,  is  fixed,  and  their  news,  pro¬ 
motions,  and  ad  sales  functions  are  inter¬ 
twined. 

Thus  Gremillion  treaded  carefully  when 
he  began  the  process  of  integrating  the  op¬ 
erations  last  fall.  Aware  of  the  danger  of 
“festering,  misplaced 
anger,”  he  ordered 

On  newspaper/TV  marriages:  “Managers  will 
find  that  this  is  one  of  the  hardest  things 
they’ve  ever  done.  ”  —U.  TOMPKINS/Poynter  institute 


cally  to  represent  the  paper  on  its  various 
TV  platforms.  Working  with  print  re¬ 
porters,  Storey  repurposes  stories  that  she 
thinks  will  play  well  on  TV,  and  plugs  the 
print  reporter’s  version  in  the  paper. 

Still,  managers  have  to  make  sure 
staffers  aren’t  spread  too  thin  among  print, 
broadcast,  and  online  duties,  which  are 
part  of  life  for  people  like  police  reporter 
Ardy  Friedberg.  Covering  a  story  about  a 


managers  to  notify  him  when  culture  prob¬ 
lems  arise.  Communication  and  mutual  re¬ 
spect  are  the  mantra  here. 

Broadcast  work  was  presented  to  re¬ 
porters  as  optional,  to  the  relief  of  newsies 
who  worried  they  would  now  be  expected 
to  do  two  jobs  for  one  salary  and  be  thrust 
in  front  of  TV  cameras  ill-prepared. 

While  some  print  reporters  have  received 
broadcast  writing,  voice,  and  appearance 
training,  and  more  are  clamoring  for  it, 
most  of  the  TV  work  is  done  by  Raelin 
Storey,  a  former  TV  reporter  hired  specifi¬ 


beached  baby  dolphin  on  June  16,  for  ex¬ 
ample,  he  brought  a  tape  recorder  so  he 
could  record  a  sound  bite  for  the  paper’s 
radio  partners,  then  called  in  information 
to  the  online  staff  before  even  thinking 
about  writing  a  story  for  the  print  edition. 
“I  think  for  the  most  part  they’re  pretty  un¬ 
derstanding  of  your  needs,”  Friedberg  says 
of  his  bosses. 

On  the  up-and-up 

On  the  business  side,  ad  salespeople 
from  the  newspaper  and  WBZL  met  at  ice- 


WRNTTO  TELL  BETTER 
STORIES  ACROSS  MEDIA? 
WHAT  ARE  YOU  DOING  TO 
BECOME  A  BETTERTEHH? 
BEEN  TO  POYNTER? 

Collaboration  Conference:  Storytelling  Partnerships 
September  21  ■  24,  2003 
Application  Deadline:  July  28,  2003 

As  news  organizations  converge  and  merge,  journalists  are  being  asked 
to  develop  new  skills  and  to  learn  the  values  and  practices  of  other 
journalists.  In  this  seminar,  you'll  learn  how  to  improve  storytelling  and 
collaborative  story  planning  across  platforms;  develop  your  ability  to  coach 
and  work  better  in  teams;  and  how  to  manage  up.  Good  for  teams  of  two 
or  more  from  print,  broadcast,  and  online  newsrooms,  as  well  as 
convergence  partnerships. 

Poynter. 

EVERYTHING  YOU  NEED  TO  BE  A  BEnER  JOURNALIST 
www.poynter.org 


$300  tuition  includes  your  hotel  stay.  Apply  online  today! 
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The  Sun-Sentinel  redesigned  its  newsroom  earlier  this  year,  adding  new  areas  in  order  to  maximize  its  multimedia  newsgathering  capabilities. 


breakers  before  beginning  cross-selling  in 
January. 

To  encourage  cooperation,  the  compensa¬ 
tion  plan  was  changed  to  reward  reps  for 
multimedia  sales,  even  if  they  didn’t  make 
the  sale  themselves.  Every  week,  pending  re¬ 
ports  —  account  status  updates  —  are 
shared  with  all  salespeople,  an  openness 
rare  at  many  organizations.  And  salespeople 
meet  quarterly  to  share  cross-selling  suc¬ 
cesses  and  failures  over  chips  and  soda. 


“There  are  no  secrets  here  betw-een  us,” 
says  John  McKeon,  who  as  Sun-Sentinel 
general  manager  oversees  integrated  sales. 
“We  all  want  to  grow'  our  share  of  market, 
but  we  want  to  do  it  together.” 

Is  any  of  it  w’orking?  It’s  hard  to  tell. 

•  Gremillion  says  cross-media  sales  have 
only  scratched  the  surface,  but  believes  they 
contributed  to  internally  computed  ad  share 
gains  by  the  paper  and  TV  station  in  the  first 
quarter. 


•  Newspaper  circulation  was  up,  2.33% 
Monday  through  Wednesday  to  248,962; 
0.94%  Thursday  through  Saturday  to 
282,538,  and  0.86%  Sunday  to  375,145  in 
the  SLX  months  ended  March  31.  Gremillion 
can’t  say  for  sure  if  integrated  management 
played  a  role. 

•  The  audience  for  WBZL’s  newscast  as 
measured  by  NSI  rose  from  November  to 
February,  during  which  the  Sun-Sentinel 
Co.  began  promoting  the  station  across  its 
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print  and  online  products  and  news-shar¬ 
ing,  although  it’s  hard  to  say  how  much  is 
due  to  the  station  being  on  the  upswing  al¬ 
ready. 

Sense  and  sensitivity 

Today,  print  staffers  praise  Gremillion  for 
his  sensitiviU’  to  their  work,  and  outsiders 
have  remarked  on  the  Sun-Sentinets  har¬ 
monious  culture.  But  the  relationship  took 
some  work. 

When  Tribune  named  a  broadcaster  as 
publisher  of  the  Sun-Sentinel  in  April  1997, 
it  worried  many  at  the  paper.  Back  then,  the 
ne^\•sroom’s  perception  of  TV  news  was  col¬ 
ored  by  the  market-leading  TV  station, 
which  was  credited  with  helping  create  the 
phrase,  “If  it  bleeds,  it  leads,”  recalls  Sun- 
Sentinel  political  columnist  Buddy  Nc\ins. 

“The  fear  was,  our  stuff  would  become  su¬ 
perficial,  and  we  wouldn’t 
be  treated  seriously  any¬ 
more,"  he  says.  And  now? 

“It’s  proven  an  unfounded 
fear.  I  think  they  don’t  want 
to  degrade  the  Sun-Sentinel 
brand." 

Gremillion  had  the  confi- 
;  dence  of  Jack  Fuller,  a  vet- 

*  eran  newspaperman,  then 
i  Tribune  publishing  execu- 
"  tive  rice  president.  Fuller 
:  had  worked  with  Gremil- 

*  lion  in  Chicago  at  the  birth 
S  of  the  corporate  conver- 
I  gentx*  strateg)';  he  was  pres- 
S  ident  and  CEO  of  the 
;  Chicago  Tribune  when 

Gremillion  was  starting  CLTV’,  Tribune’s 
^  24-hour  cable  news  channel. 

£  Fuller  knew  Gremillion  would  have  a 


agement  abilities  and  knew  that  with  his  TV 
background,  Gremillion  would  work  to 
build  local  broadcast  partnerships.  “I  really 
did  expect  him  to  be  pushing  the  realm  of 
—  the  possibilities,”  Fuller 

^  says.  “...  I  want  to  have 


broadcast  people  within  the  publishing 
company.  Because  if  you  want  the  publish¬ 
ing  side  of  the  business  to  be  able  to  capital¬ 
ize  on  multimedia ...  you  have  to  have 
people  who  understand  that  side  of  the  busi¬ 
ness.” 

The  appointment  also  gave  Fuller  a 


chance  for  Tribune  to  test  his  program  of 
training  future  publishers  by  making  them 
general  managers  first.  Thus  Gremillion 


Kathleen  Waltz,  a  Chicago  Tribune  vice 
president  and  now  Orlando  Sentinel 
publisher,  who  became  his  first  GM. 

“You  don’t  have  to  be  a  newspaper  person 
to  run  a  newspaper,”  Gremillion,  49,  say's. 
“You  have  to  be  a  good  manager.” 


Nevertheless,  the  virgin  newspaper  pub¬ 
lisher  realized  how  steeped  in  broadcasting 
he  was  w  hen  he  caught  himself  referring  to 
newspapers  as  “stations”  and  asking  for 
overnight  response  data  to  the  previous 
day’s  paper.  When  he  talked  excitedly  about 
ratcheting  up  circulation,  a  couple  of  brave 
managers  privately  explained  the  basics  of 
newspaper  distribution  to  their  new  boss. 

“The  whole  concept  of  variable  expenses 
hit  me  real  fast,”  he  says.  A  tour  of  all  the  op¬ 
erations  quickly  rid  him  of  his  view,  one 
common  among  broadcasters,  of  newspa¬ 
pers  as  slow  and  overstaffed.  “It  just  comes 
from  not  realizing  the  difficulty  it  takes  to 
manage  and  [that]  these  people  are  hired  to 
handle  so  many  moving  parts,”  he  says. 

Tfxlay,  the  cross-pollination  coniinues, 
with  former  broadcasters  occupying  upper- 
level  slots  in  advertising,  news,  technology, 
human  resources,  and  communications,  to 
name  a  few.  McKeon,  who  last  year  hired 
Michael  LeBonia  from  Tribune’s  New  Or¬ 
leans  TV  duopoly  as  his  advertising  director, 
believes  newspapers  can  learn  from  broad¬ 
casting’s  competitive  streak:  “Too  often,  the 
newspaper  business  has  lulled  itself  into  a 
false  sense  of  securitv  because  they  consider 


WB39  Director  of  Sales  and  Marketing  Rich  Engberg,  left,  meets 
with  Sun-Sentinel  Advertising  Administration  and  Planning 
Manager  Nancy  Dolan  and  John  McKeon,  the  newspaper's  senior 
vice  president  and  general  manager. 


'"The  hypothesis  is  that  we  can  ran  the  two 
of  them  more  successfully  than  we  could  if 
they  were  apart.”  —  jack  FUIIER/Tribune  Publishing 


s  steep  learning  curve,  but  admired  his  man-  would  lean  on  the  newspaper  know-how  of  themselves  the  only  paper  in  the  market. 
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and  therefore  the  only  media  in  the  mar¬ 
ket.  I  think  this  kind  of  cross-breeding  al¬ 
lows  us  to  never  delude  ourselves  with 
that.” 

Having  been  both  a 


nets,  and  TV  can’t  run  with  a  juicy  print 
enterprise  piece,  even  in  a  truncated  form, 
if  it’s  not  ready  to  run  in  the  paper.  “We’re 
not  going  to  hurt  the  primary  provider  of 
the  information”  is  Gremillion’s  reasoning. 


“The  cultural  issue  is  perhaps  the  key  issue 
in  media  integration.” 

—  DALE  PESKIN/New  Directions  for  News 


broadcaster  and  publisher,  Gremillion  now 
takes  a  holistic  view  of  the  market.  Thus 
WBZL  has  had  to  give  up  some  of  its  pro¬ 
motional  airtime  to  benefit  the  print  prod- 


but  it  can  be  frustrating  when  WBZL 
wants  to  schedule  a  newspaper-originated 
piece  for  an  upcoming  sweeps  period,  says 
David  Blackwell,  the  Sun-Sentinel' s  deputy' 
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Lilh 


managing  editor  for  multimedia. 

“Probably  the  biggest  challenge  is,  the 
newspaper  will  not  run  a  story  until  it  is 
cooked  thoroughly,”  he  said. 

Balancing  enthusiasm 

Gremillion  seems  to  have  avoided  the 
cultural  resistance  that  weakens  plenty  of 
cross-ownerships  and  partnerships.  News¬ 
papers  and  TV  stations  are  “inherently  sus¬ 
picious  of  each  other,”  says  Dale  Peskin, 
executive  director  of  Dallas-based  newspa¬ 
per  think-tank  New  Directions  for  News 
(NDN)  and  former  vice  president  of  Belo 
Interactive.  “They’re  competitive.  There’s  a 
fundamental  understanding  of  who  does  it 
better.  Add  to  that  suspicion  of  unfamiliar 
technology,  and  you’ve  got  this  stew  of  un¬ 
certainty  that’s  a  big  management  prob¬ 
lem.” 

The  differences  lie  not  just  in  their  news 
philosophies,  but  organizational  struc¬ 
tures.  Broadcast  staffs  are  small  by  com¬ 
parison  —  the  Sun-Sentinel  Co.  employs 
some  1,800  to  WWBZL’s  roughly  50  —  so 
employees  tend  to  be  generalists,  and  are 
easily  fhistrated  with  what  they  see  as  slow 
and  hierarchical  decision-making  at  news¬ 
papers. 

As  a  result,  even  in  cross-ownership  sit¬ 
uations,  it’s  “not  unusual  for  one  of  the 
partners  to  have  a  lot  more  enthusiasm 
than  the  other,”  says  James  K.  Gentiy, 
journalism  dean  at  the  University  of 
Kansas  and  a  convergence  consultant. 

A  growth  in  the  number  and  depth  of 
partnerships  means  more  papers  have  ex¬ 
perienced  the  cultural  divide.  Organiza¬ 
tions  like  NDN,  Poynter,  and  the 
American  Press  Institute  in  Reston,  Va., 
are  answering  the  demand  for  help  in 
bridging  the  gap  with  workshops  and  the 
like. 

“The  cultural  issue  is  perhaps  the  key  is¬ 
sue  in  media  integration,”  Peskin  says. 
“With  regulatory  policy'  allowing  these 
things  to  occur,  all  the  things  are  falling 
into  place  to  bring  this  to  the  forefront.” 

Quantifying  the  payoff  is  another  mat¬ 
ter.  “We’re  very  confident  the  multimedia 
approach  makes  a  difference,”  Fuller  says. 
“Whether  the  organizational  approach 
makes  a  difference  incremental  to  that  is 
what  we’ll  learn.” 

But  the  first  difficult  steps  have  already 
been  taken.  When,  during  a  celebration  at 
WBZL  of  the  recent  TV  ratings  growth, 
Gremillion  saw  his  classified  car  salesman 
working  on  a  pitch  with  his  TV  counter¬ 
part  and  other  account  executives  came 
around  asking  for  advice,  he  knew  only 
good  things  could  happen.  (1 
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ASTROLOGY 


LOOKING  FOR  A  CLEAR-HEADED,  practical 
and  philosophical  astrology  column?  Planet 
Waves  by  Eric  Francis,  seven  years  running. 
vwvw.planetwaves.net 


PUZZLES 


PUZZLE  FEATURES  SYNDICATE 

The  Finest  in  Daily  and  Sunday  Crosswords 
Call  (800)  2924308/(909)  929-1169 


-ANNOUNCEMENTS- 


NEWSPAPER  APPRAISERS 


FREE  CONFIDENTIAL  APPRAISAL 
go  to  www.mediainergers.com 

W.B.  Grimes  &  Co.,  (301)  253-5016 
Est.  1959-  thousands  sold  and  appraised 

KAMEN  &  CO  GROUP  SERVICES 

Appraisals,  Business  Plans  &  Brokering 
(516)  379-2797/ www.kamengroup.com 


America’s  Leading  Brokers  -  Est.  1959 
W.B.  GRIMES  &  COMPANY 
24212  Muscari  Court 
Gaithersburg,  MD  20882 
Larry  Grimes  -  Pres  (301)  253-5016 
www.mediamergers.com 
Wren  Barnett,  South  (828)  749-6397 
John  Szefc,  Northeast/dVIidwest 
(845)  291-7367 

Stephen  Klinger,  Southwest/West 
(505)  524-0122 
Mike  Kreiter,  Plains/Central 
(913)  897-4790 
Bill  Eubank,  Southwest/South 
(832)  594-8263 
Mike  Bradley,  New  England 
(508)  563-2835 
www.mediamergers.com 

MICHAEL  D.  LINDSEY 

wvvw.puhlicationsforsale.com 
(307)  772-0003,  Fax  (307)  772-0004 


NEWSPAPER  APPRAISERS 


NEWSPAPER  BROKERS 


BOLITHO  MEDIA  SERVICE 
THOMAS  C.  BOLITHO 
“A  tradition  of  service  to 
community  newspapers” 

(580)  421-9600 
P.O.  Box  1985,  Ada.  OK  74821 
www.bolitho.com 

GAUGER  MEDIA  SERVICE.  INC. 

Dave  Gauger-Valuations,  Sales,  Mergers 
P.O.  Box  627,  Raymond,  WA  98577 
(360)  942-3560 

www.gaugermedia.com 

GREGG  K.  KNOWLES 
Knowles  Media  Brokerage  Services 
Appraisals,  Sales,  Acquisitions,  Mergers 
(661)  833-3834,  Fax  (661)  833-3845 
www.media-broker.com 

MEDIA  AMERICA  BROKERS 

The  Pinnacle,  Suite  500 
3455  Peachtree  Road,  NE 
Atlanta.  GA  30326-3236 
(404)  995-7088  Fax  (404)  995-7089 

Lon  W.  Williams 


NEWSPAPERS  FOR  SALE 


NORTH  TEXAS  WEEKLY,  good  demo¬ 
graphics,  gross  with  printing  near  $300K, 
bargain  at  $175K.  Also  others.  Bill  Berger, 
Associated  Texas  Newspapers  (512) 
476-3950.  1801  Exposition,  Austin,  TX 
78703. 

sbutlTEAST  MICHIGAN  metro/suburban 
weekly  group;  3  papers,  revenue  =  $600K. 
CITY  MAGAZINE  (KS):  well  established, 
beautifully  produced,  revenue  =  $4(X)K. 

Call  (847)  356-7675  for  more  information 
or  visit  www.hebbardmedia.com 

Updated  Weekly-  Properties  for  Sale 
go  to  www.mediamergers.com 

W.B.  Grimes  &  Co.-  Est.  1959 
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MAILROOM 


BUY/SELL/ALL  MAILROOM  EQUIPMENT 

Muller  Martini/Rima/Quipp 
Harris/Heidelberg/Hall 
Stitcher/Trimmers  &  Inserters 
Joe  Scott  &  Associates,  Inc. 

(256)  997-9355  Fax:  (256)  997-9656 
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-EQUIPMENTS  SUPPLIE! 


MAILROOM 


CLOSING  UP  SHOP  NO  REASONABLE 
OFFER  REFUSED 

MC  CAIN  model  15(X)  stitcher Arimmer. 
Four  pockets.  Good  condition  CUS- 
TOMBUILT  model  TK300  3-knife  trimmer. 
Can  be  used  online  or  offline.  STEPPER 
TAPER.  Keeps  your  mail  products  intact  by 
applying  tapeacross  open  end  after 
inserting.  Can  be  used  online  or  offline.  Call 
(516)  42&6174  email  rlf629@optonline.net 

NEWSTEC,  INC 

Specializing  in  Inserters  and 
Post  Press  Controls  -  •  Installation 
•  Spare  Parts  •  Buy/Sell  used  Inserters 
Terry  Connors.  Vice  President  of  Sales 
Phone;  (508)  85a7945 
Fax:  (508)  850-7951 
tconn3317@aol.com 


PREPRESS 


FOR  SALE 
CLOSING  UP  SHOP 
NO  REASONABLE  OFFER  REFUSED 

ECRM  4500-EV-Jetsetter  18”  Imagesetter 
with  punch  and  on-line  processor.  Includes 
RIP  with  dual  hard  drives,  PC  and  Mac 
workstations,  HP  Designerjet  2500  CP 
printer,  Tektronix  780  Phaser.  Call  (516) 
428-6174  email  rlf629@optonline.net  or 


PRESSES 


D0N7  SELL  YOUR  PRESS 
Until  You  Contact 

Newman  International,  L.L.C. 

Web  Press  Sale 

“Worldwide  Marketing  of  Commercial 
Web  and  Newspaper  Web  Presses' 
PRESSES  WANTED:  HARRIS  V25  V22 
VI 5A  VI 5D  or  845;  KING  Process  Color 
or  Daily;  GOSS  Community  Urbanite 
Metro;  SOLNA  D30  C96 
Tel:  (913)  648-2000 
Fax:  (913)  648-7750 

WEB  PRESSES  &  AUXILIARIES 

www.graphicmachinesales.com 
(81 5)  648461 1  or  fax  (81 5)  6482856 


-INDUSTRY  SERVICES- 


CIRCULATION  SERVICES 


40  YEARS  NEWSPAPER 
EXPERIENCE 


Metro  News  Service,  Inc. 
Nationwide  TELEMARKETING 
"PREPAID  Experts" 

Horace  Southward/Eric  Southward 
(800)  950-8475»www.metro-news.com 


NEWSPAPER  SUBSCRIPTION  SALES 

Starts  'Upgrades'Stop-Savers  Verification 
John  Dinan 
(800)  650-7183 
www.Circulationlll.com 


-INDUSTRY  SERVICES- 


CIRCULATION  SERVICES 


MARKETING  PLUS  INC. 

Telemarketing  specialists  in  circulabon 
development.  Custom  programs  for  any 
size  publication.  State  of  the  art 
predictive  dialer.  We  have  many  years  of 
experience  delivering  (Quality  plus 
Quantity  sales!  Phone:  (732)  7385100 
FAX:  (732)  7385115 
E-mail:  mpi@iimrhetiiigpliMiiic.com 
www.marketingplusinc.com 
Member  of  the  USA  Chambers  of  Commerce 


NEWSPAPER 
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LEVIS 

(800)884-9511 

Email:  DickLevis@Telespherel.com 
or 
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PRO  STARTS 

PROFESSIONALTELEMARKETING  SERVICES 
FOR  BUILDING  CIRCULATION 
TOM  ZGONC  (800)  7786397 

WWW.PROSTARTS.COM 


TARGET  YOUR  HISPANIC  MARKET 

English  newspapers  to  Spanish  speaking 
households.  Untapped  market,  with  excellent 
results.  Contact:  Northwest  Circulation 
Sales,  Inc.  at  800404-6926 

WESTPARK  DIRECT 
Intelligent  Circulation  Marketing 
www.westparkdirect.com 


COMPUTER  SOFTWARE 


SOFTWARE  for  AR  displays,  classifieds 
scheduling  &  circulation.  Fake  Brains 

(303)  791-3301  www.fakebrains.com 
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“Save  Money!  Affordable  made-toorder 
graphics  and  illustrations  at 
www.dailynewsgraphics.com/ep 
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-INDUSTRY  SERVICES-  ■  ^  -HELP  WANTED- 


PRESSROOM  SERVICES 


PRESSROOM  CLEANING  PROBLEMS? 

Dirty  presses,  ceilings,  walls,  beams?  Unsafe 
floors,  catwalks  and  ladderways?  Dirty 
handling  systems,  duct  work? 

Daily  Service  Contracts 
One  Time  Service 
ALL  WORK  DONE  TO  YOUR 
COMPLETE  SATISFACTION 
45  Years  experience! 
PRESSROOM  CLEANERS 
CALL  TOLL  FREE  (800)  657-2110 
www.pressroomcleaners.com 


"  -HELP  WANTED- 


ACADEMIC 


DIRECTOR  OF  STUDENT  MEDIA 
Virginia  Commonwealth  University  seeks  ap¬ 
plications  for  a  Student  Media  Director.  The 
Student  Media  Director  is  responsible  for 
the  leadership  and  management  of  the  Uni¬ 
versity’s  student  media,  which  includes  a 
twice-weekly  newspaper,  an  alternative 
newsmagazine,  a  literary  magazine,  and  a 
carrier-current  AM  and  web-based  radio  sta¬ 
tion.  Responsibilities  include  supervising,  di¬ 
recting,  and  training  student  media  staff; 
activities,  operations,  and  services;  imple¬ 
menting  personnel  policies  and  programs; 
and  formulating  budgets. 

QUALIFICATIONS:  Bachelor's  degree  in  relat¬ 
ed  field,  experience  in  journalism  or  mass 
communications,  understanding  of  student 
media,  demonstrated  appreciation  for  diver¬ 
sity,  excellent  interpersonal  skills,  and  sig¬ 
nificant  experience  in  office  management. 
PREFERRED:  Masters  degree,  experience  in 
professional  media,  advising/work  in  student 
media,  managing  production  facilities, 
experience  with  computer/online 
technology,  and  knowledge  of  free  speech 
and  copyright  principles.  Send  application 
letter,  vita,  transcripts,  names  and  phone 
numbers  of  three  references  to: 

Charles  Klink,  Ph.D. 

Division  of  Student  Affairs 
and  Enrollment  Services 
Virginia  Commonwealth  University 
P.O.  Box  842525 
Richmond,  VA  23284-2525 
cjklink@vcu.edu 

Virginia  Commonwealth  University  is  an 
equal  opportunity/affirmative  action  employ¬ 
er.  Women,  minorities,  and  people  with  dis¬ 
abilities  are  encouraged  to  apply. 


ADMINISTRATIVE 


PUBLISHER:  Award-winning  Sunday  daily  in 
the  Northwest  is  searching  for  a  Publisher. 
MUST  have  a  strong  editorial  background. 
We  are  looking  for  a  professional  who  puts 
news  first.  This  unique,  under  30,000  daily 
needs  an  individual  who  loves  the  outdoors 
and  who  has  a  hands-on  attitude.  If  interest¬ 
ed,  please  send  your  resume  to: 

Box  3401 ,  Editor  &  Publisher  Classifieds 
770  Broadway,  7th  Floor 
New  York,  NY  10003 


ADVERTISING 


GOOD  JOBS 
NICE  TOWNS 

See:  www.wickcommunications.com 


ADVERTISING 


ADVERTISING  DIRECTOR 
The  Times  of  Frankfort,  Indiana,  a  Monday 
through  Saturday  newspaper,  circulation 
7,000,  seeks  a  motivated  individual  as  ad¬ 
vertising  director.  The  Times  is  located  in 
the  heart  of  Indiana  just  south  of  Purdue 
University.  This  position  supervises  a  staff 
of  six  full  time  employees  in  maintaining  ad¬ 
vertiser  relationships  for  the  daily  newspaper 
and  its  niche  products.  Strong  sales 
and  newspaper  leadership  experience  are 
essential.  Send  resume  and  cover  letter  to: 

Rick  Welch,  Publisher,  The  Times 
251  E.  Clinton  Street 
Frankfort,  IN  46401-0009 
rwelch@paxtonmedia.com 


ADVERTISING  DIRECTOR 
Hands-on,  results  oriented  motivator 
needed  for  new  daily  in  Western  Colorado. 
Must  be  a  leader  with  a  proven  track  record 
in  individual  sales  and  staff  management. 
Great  opportunity  to  be  in  on  an  exciting 
project  with  a  progressive  company. 

E-mail  resumes  to:  jduffy@gjfreepress.com 


DISPLAY  ADVERTISING  DIRECTOR 
We  are  a  90,000  circulation  daily  located 
in  the  Detroit  Metro  area  seeking  a  top 
newspaper  advertising  leader  with  excellent 
communication  skills  who  can  develop  peo¬ 
ple.  The  candidate  must  be  able  to  drive 
revenues  with  good  strategic  planning  and 
work  well  in  a  team  environment  while  ad¬ 
hering  to  the  core  values  of  our  advertising 
division. 

Duties  include:  Leadership  of  advertising 
sales  and  support  staff  managers;  sales 
management  with  integral  revenue  responsi¬ 
bilities;  cost  control;  budgeting  and  fore¬ 
casting;  development  of  managers  and  em¬ 
ployees;  ability  to  work  in  a  team  environment 
with  other  department  heads. 

Newspaper  advertising  experience 
required;  5-i-  years  of  newspaper 
advertising  management  preferred  in  a 
competitive  market.  Must  have  experience 
with  P&L  responsibilities  as  well  as  experi¬ 
ence  with  budgeting  and  forecasting.  College 
degree  is  desirable. 

Benefits  include  a  401{k),  bonus  plan,  medi¬ 
cal  and  dental,  vacation  and  life  insurance. 
Qualified  applicants  should  send  a  resume 
and  cover  letter  with  salary  history  in  confi¬ 
dence  to  the  address  below: 

The  Oakland  Press 
Attn:  H.R.  Department 
48  West  Huron,  Pontiac,  Ml  48342 
Fax  (248)  4544482 
E-mail:  sandra.groves@oakpress.com 


Sometimes  our  light  goes  out  but  is 
blown  Into  flame  by  another 
human  being.  Each  of  us  owes 
deepest  thanks  to  those  who  have 
rekindled  this  light. 

-Albert  Schweitzer 


!  M^Smkstkdiffmice. 


ADVERTISING 


LEADS  CHANGE 
SEES  OPPORTUNITIES 
DOES  THE  RIGHT  THING 
GETS  RESULTS 

Do  these  words  describe  you?  If  you  are  an 
experienced  Advertising  Manager  who  fits 
this  description,  you  could  be  the  ideal  can¬ 
didate  for  our  Retail  Ad  Manager  position. 
The  News  &  Record  in  Greensboro,  NC  is  a 
mid-size  daily  named  by  E&P  as  one  of  the 
"10  that  do  it  right”.  Owned  by  privately  held 
Landmark  Communications,  the  News  & 
Record  prides  itself  on  being  focused  on 
revenue  and  circulation  growth,  award-winn¬ 
ing  journalism  and  delighting  our 
customers,  both  readers  and  advertisers. 
As  Retail  Ad  Manager,  you  will  lead  the  local 
retail  and  key  accounts  teams,  helping  the 
News  &  Record  achieve  competitive  advan¬ 
tage  through  developing  people,  improving 
productivity  and  delighting  customers.  A 
key  responsibility  will  be  to  develop  sales 
and  management  talent.  The  ability  to 
create  a  department  that  teaches  and  in¬ 
spires  others  to  recognize  and  capitalize  on 
sales  opportunities  is  critical.  Greensboro 
offers  great  quality  of  life,  colleges  and  uni¬ 
versities  galore,  and  easy  weekend  getaways 
to  the  beach  and  mountains.  Bachelor's  de¬ 
gree  and  five  years  of  newspaper 
advertising  experience  required.  If  you  pos¬ 
sess  strong  leadership  skills  and  a  demon¬ 
strated  ability  to  lead  change,  and  if  you  are 
looking  for  a  position  with  tremendous  po¬ 
tential  for  advancement  in  a  top-notch 
media  company,  send  your  resume  to: 

Sheby  Luck  Newton 
Recruitment  Coordinator 
P.O.  Box  20848,  Greensboro,  NC  27420 
E-mail:  employment@news-record.com 


VICE  PRESIDENT 

SALES  &  NEW  BUSINESS  DEVELOPMENT 
Tribune  Company  is  seeking  a  Vice  President, 
Sales  and  New  Business  Development  to  di¬ 
rect  advertiser  marketing  and 
sales  at  The  Morning  Call  in  Allentown,  PA. 
This  individual  will  play  a  leading  role  in  the 
development  of  growth  strategies  for  TMC 
and  its  subsidiaries  with  responsibility  for 
advertiser  marketing  and  sales  of  almost 
$100  million  per  year.  Responsibilities  include 
the  development  and  management  of 
a  high  performance  newspaper  sales  organ¬ 
ization  of  172  employees,  a  direct  mail  op¬ 
eration  of  25  employees  and  a  cable  adver¬ 
tising  operation  of  32  employees  to  consist¬ 
ently  achieve  growth  objectives. 

The  successful  candidate  will  be  an  experi¬ 
enced  senior  sales  and  marketing  executive 
with  an  outstanding  track  record  of  revenue 
growth  and  success  in  a  complex  publishing 
or  multimedia  environment.  Candidates 
should  possess  extensive  experience  in 
marketing;  sales  strategy;  new  product  de¬ 
velopment;  recruiting,  organizing, 
mentoring  and  motivating  a  high  performance 
sales  team;  client  relationship  building;  and 
cross-functional  management.  Experience 
with  managing  direct  mail  or 
broadcast  sales  experience  is  a  plus. 

Please  E-mail  resumes  to; 

Tribune@trm.brassring.com 
tpc/enp/3199br/lam 
Please  include  the  job  code 
on  any  transmittals 
Equal  Opportunity  Employer 


ADVERTISING 


NEW  BUSINESS  DEVELOPMENT 
SUPERVISOR 

Orlando  Sentinel  Communications,  a  business 
unit  of  Tribune  Company,  is  a  multimedia  com¬ 
munications  company  that  strives 
to  be  Central  Florida’s  leading  information 
provider  in  today’s  market.  Join  our  multi- 
media  team  as  New  Business  Development 
Supervisor  and  become  part  of  our 
success. 

This  position  is  located  in  downtown 
Orlando,  Florida.  In  this  position,  you  will  be 
responsible  for  assisting  the  Classified  Tele¬ 
phone  Sales  Manager  in  developing  new 
business  to  increase  revenue.  Additional  du¬ 
ties  include  ensuring  proper  processes  are 
followed  for  billing,  revenue  tracking  and  re¬ 
porting  as  well  as  coaching,  monitoring  and 
developing  new  business  development 
sales  representatives  to  ensure  high  perfor¬ 
mance  and  goals  are  achieved.  This 
position  requires  analyzing  situations  and 
using  good  judgment  in  making  decisions 
affecting  working  relationships  with  adver¬ 
tisers  and  other  departments  within  the 
company.  Additional  requirements  include: 
working  independently  with  minimal  supervi¬ 
sion;  strong  interpersonal  and  organizational 
skills;  ability  to  analyze  situations  and 
work  on  multiple  projects  simultaneously. 
Bilingual  skills  a  plus. 

We  offer  a  work  environment  that  includes 
business  casual  dress,  24-hour  Learning 
Center,  computer-based  training,  on-site 
cafeteria,  exercise  facility  and  much  more. 
Please  include  Source  Code  EAP-NBD-JB 
with  resume  and  forward  to:  Orlando  Sentinel 
Communications,  Employment  Center, 
633  N.  Orange  Avenue,  Orlando,  FL  32801 . 

E-mail:  jbrito@orlandosentinel.com 
EOE-Drug  Free  Workplace 

“The  thing  always  happens 
that  you  really  believe  in;  and 
the  belief  in  a  thing  makes  it 
happen.” 

-Frank  Lloyd  Wright 


From  the 

newsrooms 

to  the 

PRESSROOMS 

to  the 

boardrooms  - 

no  one  covers  the 
newspaper  business  like 
Editor  &  Publisher 


visit  our  website  at 
www.editorandpublisher.coni 
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ADVERTISING 


RECRUITMENT  ADVERTISING 
SALES  MANAGER 

As  a  Recruitment  Advertising  Sales 
Manager  this  position  is  responsible  for 
leading  and  coaching  a  sales  team  while 
working  with  the  department  head  to 
achieve  department  goals.  In  addition,  the 
individual  will  help  oversee  the  sales  team's 
accounts,  increase  the  market  share  of  the 
sales  district  through  well-developed  selling 
initiatives  that  identify  new  business  oppor¬ 
tunities  as  well  as  ways  to  increase 
business  with  current  customers.  This  posi¬ 
tion  will  also  establish  strategies  for  accom¬ 
plishing  objectives  of  the  department  and 
will  train,  coach,  and  motivate  others  to  ex¬ 
ceed  established  goals.  The  Sales  Manager 
IS  expected  to  utilize  market  research  data, 
deliver  quality  sales  presentations  and  assist 
in  the  training  of  the  sales  team  on  selling  the 
value  of  Enquirer’s  broad  range  of 
multi-media  products  and  services  including 
print,  on-line,  television,  direct  mail,  and 
event  marketing. 

The  qualified  candidate  must  have  a  track 
record  of  successful  sales  management  ex¬ 
perience  and  a  minimum  of  three  years  of 
sales  supervisory  experience.  Media  or 
newspaper  experience  is  preferred.  A  college 
degree  in  marketing  or  related  field  is 
ideal  or  equivalent  work  related  experience. 
Superior  organizational  and  communication 
skills  are  essential. 

Please  submit  resumes  to: 

Human  Resources  Department 
The  Cincinnati  Enquirer 
312  Elm  Street,  Cincinnati,  OH  45202 
Or  fax  (513)  768-8210 
Or  E-mail  hr@enquirer.com 
EOE 


Obstacles  don't  have  to  stop  you. 
If  you  run  into  a  wall,  don't  turn 
around  and  give  up.  Figure  out 
bow  to  climb  it,  go  through  it,  or 
work  around  it. 

•  Michael  Jordan 


Your 

communication 
link  to  the 
newspaper 
industry  every 
week 

since  1884. 


www.editorandpubllsher.com 


ADVERTISING 


REGIONAL  SALES  MANAGER 
SYNDICATE  SALES 

United  Media  is  seeking  a  Regional  Sales 
Manager  to  represent  its  products  and  ser¬ 
vices  to  newspapers  and  websites  within 
the  Northeast/Midwest  territory,  with  primary 
emphasis  on  selling  and  retention.  The  in¬ 
dividual  must  be  able  to  travel,  make  effective 
sales  presentations,  and  sell  comics, 
features,  supplemental  news  services,  and 
online  services  to  newspapers,  web  publish¬ 
ers  and  editors.  Responsibilities  include  fol¬ 
lowing-up  and  organizing  activities  order 
to  close  high  level  of  sales,  maintaining 
existing  business  and  managing  day  to  day 
problems,  handling  multiple  priorities  and 
product  lines,  determining  appropriate  travel 
itinerary  and  sales  strategies  and  docu¬ 
menting  activities  including  call  reports,  ex¬ 
penses,  memos  and  client  letters. 

The  ideal  candidate  will  have  thorough  prod¬ 
uct  knowledge,  with  strong  familiarity  of  the 
newspaper  industry,  its  workings  as  well  as 
its  role  in  the  community  and  the  nation.  A 
college  degree  with  an  understanding  of 
sales  of  marketing  required.  A  minimum  of 
five  years  work  experience  required,  prefer¬ 
ably  in  the  newspaper  or  online  business. 
The  candidate  must  be  able  to  deal  with  the 
various  pressures  of  a  salesperson  and 
have  a  valid  driver's  license. 

United  Media  (UM)  is  a  fully-integrated, 
worldwide  licensing  and  syndication  company 
that  focuses  on  building  brand  equity 
around  a  wide  range  of  creative  content 
through  its  two  syndicates:  United  Feature 
Syndicate  (UFS)  and  Newspaper  Enterprise 
Association  (NEA),  and  licensing:  United  Me¬ 
dia  Licensing  (UML). 

Please  note  that  only  favorably  viewed  re¬ 
sumes  will  elicit  a  response.  Please  forward 
resume  with  salary  requirements  to: 

Caro!  Gershowitz 

Executive  Director,  Human  Resources 
United  Media 

200  Madison  Avenue,  New  York,  NY  10016 
Email:  carolg@unitedmedia.com 
Fax:  (212)  293-8685 


CIRCULATION 


CIRCULATION  DIRECTOR 
The  Record  in  St.  Augustine,  Florida,  the  na¬ 
tion's  oldest  city,  seeks  a  hands-on  circulation 
director  to  take  our  distribution  to  the 
next  level.  Seven-day  18,000  coastal  daily 
in  one  of  Florida's  fastest  growing  markets 
offers  opportunity  tor  experienced  small 
daily  circulator  or  seasoned  veteran.  Ideal 
candidate  has  done  it  all  in  circulation  - 
sales,  customer  service,  marketing.  ABC 
and  management  experience  with  proven 
track  record.  If  you  haven’t  thrown  a  down 
route,  this  is  not  the  job  for  you.  Send  resume 
to  Publisher,  St.  Augustine  Record, 
P.O.  Box  1630,  St.  Augustine,  FL  32085. 

Or  E-mail: 

ronnie.hughes@staugustinerecord.com 


LOOKING  for  that  next  career  move?  Go  to 
The  Ogden  Newspapers,  Inc.  web  site  at: 
www.ogden,':  ^ws.com/opportunities 

NEWS  makes  the  ciiffereuce. 


CIRCULATION 


CIRCULATION  DIRECTOR 
The  Times-Georgian  a  10,000  circulation 
dally  newspaper  with  four  weekly  newspapers 
in  Carrollton  Georgia.  This  position  will 
oversee  a  staff  of  four.  Our  newspapers 
cover  all  areas  west  of  Atlanta  to  the  Alabama 
border.  Carrollton  offers  an  excellent 
lifestyle  with  reasonable  cost  of  living.  You 
can  enjoy  Atlanta,  which  is  45  minutes 
away,  without  being  abused  by  it.  This  fast 
growing  area  offers  excellent  opportunities 
for  circulation  growth.  We  are  part  of  the 
Paxton  Media  Group  of  31  newspapers  of¬ 
fering  excellent  pay  and  benefits.  Send  re¬ 
sume  and  salary  history  to  Tom  Overton, 
publisher.  The  Times-Georgian,  901  Hays 
Mill  Road,  Carrollton,  GA  30117. 

REGIONAL  CIRCULATION  DIRECTOR 

South  Valley  Newspapers,  publishing  the 
Gilroy  Dispatch,  Morgan  Hill  Times  and  HoF 
lister  Free  Lance,  located  in  the  Silicone 
Valley  of  California  between  Monterey  and 
the  Bay  area  is  looking  for  a  regional  circu¬ 
lation  director. 

This  position  reports  directly  to  the  Publisher 
and  oversees  three  daily  publications 
with  a  combined  daily  circulation  of  nearly 
12,000.  The  successful  candidate  will  have 
progressive  circulation  department  experi¬ 
ence  with  a  small  daily  newspaper,  an  abso¬ 
lute  commitment  to  customer  service,  the 
skills  to  manage  and  motivate  a  team,  ex¬ 
perience  with  TMC  and  non-subscriber  publi¬ 
cations,  and  the  ability  and  drive  to  actively 
sell  newspapers. 

A  competitive  salary  and  benefits  package 
is  offered.  This  is  a  great  opportunity  for 
experienced  District  Manager  to  run  his/her 
own  operation.  For  confidential  considera¬ 
tion,  please  send  resume  and 
compensation  history  to:  Mike  Belles, 
Pacific  Sierra  Publishing,  P.O.  Box  738, 
Merced,  CA  95341. 

Or  E-mail:  belles@pspub.com 


EDITORIAI, 


THE  PHILADELPHIA  TRIBUNE,  an  award  win¬ 
ning  African  American  Newspaper,  is  seeking 
to  fill  the  following  positions:  POLICE  RE¬ 
PORTER,  SPECIAL  PROJECTS  EDITOR, 
COPY  EDITOR,  FEATURE  WRITERS,  CITY 
HALL  REPORTER.  Fax  resume  to  (215) 
735-3612  or  E-mail  carolineeld@msn.com. 


EDITORIAL 


ASSISTANT  REGIONAL  EDITOR 
The  Dayton  Daily  News,  a  Cox  newspaper  in 
southwest  Ohio,  seeks  an  assistant  regional 
editor  to  join  our  local  news  staff  to  help 
lead  coverage  for  daily,  weekly  and  online 
editions.  The  ideal  candidate  will  have  local 
news  reporting,  line  editing  and  newsroom 
supervision  experience.  Send  resume  and 
examples  of  your  best  work  to:  Regional 
Editor  Chris  Celek,  Dayton  Daily  News,  45 
S.  Ludlow  St.,  Dayton,  OH  45402. 

COPY  EDITOR 

The  Rutland  Herald,  a  Pulitzer  Prize-winning 
22,000  AM  daily  in  west-central  Vermont, 
seeks  a  versatile  copy  editor  to  join  a  dedi¬ 
cated  team  of  professionals  on  our  copy 
desk.  We  are  looking  for  an  experienced  in¬ 
dividual  with  strong  editing  and  design 
skills,  sound  news  judgment,  and  ability  to 
produce  under  deadline  pressure.  A  back¬ 
ground  in  pagination  with  knowledge  of 
QuarkXPress  is  also  essential.  Please  send 
or  E-mail  a  cover  letter,  resume  and  work 
samples  to  Tim  Clemens,  news  editor,  Rut¬ 
land  Herald,  P.O.  Box  668,  Rutland,  VT 
05701 ;  bm.clemens@rutlandherald.com. 

EDITOR:  The  AppeaFDemocrat,  an 

award-winning,  24,000  circ.  daily  in 
northern  California  seeks  a  newsroom  leader 
who  values  community  news  and  enterprise 
reporting.  Must  have  proven  management  ex¬ 
perience  and  be  knowledgeable 
about  the  Readership  Initiative.  Send 
resume,  cover  letter  and  3  copies  of  your 
newspaper  to  Publisher  Maureen  Sattzer 
Gawel,  AppeaFDemocrat,  1530  Ellis  Lake 
Drive,  Marysville,  CA  95901.  E-mail: 
maureen_saltzer@link.freedom.com 

WANTED:  EDITORIAL  AND  BUSINESS  STAFF 
to  start  up  new  subscrip.ion  weekly  news¬ 
paper  in  Northern  California’s  wine  country. 
Circulation  about  15k.  Salaries  commensu¬ 
rate  with  experience.  Spanish  fluency  a 
plus.  Reply  in  confidence  with  resume  and 
salary  requirements  to  Editor  Search  at 
1325  Imola  Avenue  West  PMB  60,  Napa, 
CA  94559.  EOE.  E-mail  (E&P  Box  33%)  to: 

mmacmahon@editorandpublisher.com 

WRITER 

African  American  weekly  newspaper  seeks 
freelance  writer  for  500  to  1000  word  arti¬ 
cles  on  a  variety  of  topics  of  interest  to  its 
market.  Please  forward  writing  samples,  re¬ 
sume,  compensation  expectations  to: 

Eric  H.  Kearney 

P.O.  Box  29077,  Cincinnati,  OH  45229 


EDITORIAL  EDITORIAL 

MEOtfVTT 

MANAGEMENT  XX 

Recruitment  Specialists 

Give  Yourself  the  Media  Management  11  Advantage 

Contact  Terry  Knust 
847.963.9300  or  mm2@voyager.net 
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EDITORIAL 


EDITOR:  The  Citizen  of  Auburn,  in  New 
York's  scenic  Finger  Lakes  region,  is  seeking 
an  executive  editor.  This  dynamic  leader 
will  supervise  a  staff  of  23  and  report  directly 
to  the  publisher.  This  key  individual 
will  also  be  a  part  of  the  management’s 
strategic  planning  committee. 

The  successful  candidate  will  be  adept  at 
supervising  a  daily  news  report,  devising 
creative  story  ideas,  advancing  the  big  sto¬ 
ries,  coaching  young  reporters  and  dealing 
with  the  public.  The  executive  editor  is  also 
a  utility  player  and  fills  in  for  vacationing  edi¬ 
tors,  so  pagination/Quark  skills  are  needed. 
The  Associate  Press  Managing  Editors  have 
judged  The  Citizen  the  best  newspaper  under 
20,000  circulation  in  three  of  the  last 
four  years,  and  last  year  The  Citizen  posted 
the  best  circulation  gain  of  any  New  York 
newspaper  outside  of  New  York  City.  The 
Citizen  publishes  five  afternoons  a  week, 
and  Saturday  and  Sunday  mornings,  in  a 
competitive  market. 

Please  send  your  resume  and  salary 
requirements  to: 

Richard  J.  Emanuel,  Publisher,  The  Citizen 
25  Dill  Street  Auburn,  NY  13021 
E-mail:  rjel@tds.net 
An  Equal  Opportunity  Employer 


EDITORIAL 


EXECUTIVE  EDITOR 

ANG  Newspapers,  a  MediaNews  Group  sub¬ 
sidiary,  seeks  a  chief  news  executive  for 
their  group  of  community  newspapers  in 
Northern  California  with  combined 
circulation  total  300K  -i-  daily  and  Sunday. 
Additional  responsibilities  include  consulta¬ 
tion  for  editorial  quality  control  and  content 
development  for  broader  Northern 
California  group  comprising  9  additional  dai¬ 
lies  plus  various  weeklies  and  niche  publica¬ 
tions.  Will  directly  supervise  local  editors 
and  section  editors  of  5  award  winning 
community  dailies  in  the  San  Francisco  Bay 
Area. 

Must  have  a  commitment  to  community  and 
local  journalism  that  fulfills  the  community 
readers’  needs  and  an  energetic  leadership 
style  which  guides  setting  editorial  policy, 
direction,  coverage  and  content.  Minimum 
of  10  years  experience  in  executive  news 
management  preferred. 

Exceptional  financial  package  that  includes 
an  attractive  MBO  program  and  a  compre¬ 
hensive  benefits  package,  car  allowance, 
and  more.  Salary  commensurate  with  expe¬ 
rience  and  education. 

Send  cover  letter,  resume  and  salary 
history  to:  ANG  HR  Dept.,  P.O.  Box  28884, 
Oakland,  CA  94604  or  E-mail: 

hr@angnewspapers.com 


EDITORIAL 


EDITORIAL 


COPYWRITER 


PASSION  FOR  THE  OUTDOORS? 


CabtTa's,  Inc.  is  seeking  a  full-lime  Copywriter  to  work  in  our  Creative 
IKitartment  at  our  corporate  ofFice  located  in  Sidney  ,  Nebraska. 

This  position  requirt's  an  individual  who  is  a  sca.soned  wordsmith  witli  overwhelm¬ 
ing  outdoor  attitude  to  crc'ate  compelling  catalog  copy  for  our  field-tested  product 
line.  Vi  rite  from  personal  experience  concerning  products  that  are  guaranteed  to 
perform-what  could  be  better? Outdoor  know  ledge  and  w  riting  skills  will  be  tested. 


Our  in-house  copywriting  tc-am  writes,  edits  and  proofreads  promotional  copy 
for  catalogs  and  other  special  projects.  They  work  closely  with  Product  Managers 
and  Purchasing  Specialists  in  dt'veloping  catalog  copy . 


This  position  requires: 

•  Knowledge  of  retail,  promotional  and  direct  mail  writing  strategies 

•  In-depth  knowledge  of  Cabela's  products  and  services 

•  Strong  knowledge  in  the  areas  of  hunting,  fishing  and  camping 

•  Strong  organizational  skills  with  an  ability  to  prioritize  multiple  tasks 

•  (iood  verbal/written  communication  skills 

•  Skill  in  operating  personal  computer  and  various  software  packages 

•  .Ability  to  edit  and  proofread  with  attention  to  detail  and  style 

•  Bachelor's  degree  in  journalism.  English  or  related  field 

•  One  to  two  years'  previous  professional  writing  or  editing  experience 
preferred 

Apply  online  at:  www.cabelas.com. 
click  on  “Abotil  L’s”  then  click  on  ’’Careers” 

Pic'a.se  send  three  nonretumahle  samples  of  your  work  (photocopies  OK)  to: 
Cabela's,  Inc.,  Attn:  Recruitment  Manager,  One  Cabela  Drive,  Sidney,  NE 
69160.  tatbela's  is  an  equal  opportunity  employer. 


EDITORIAL 


EXECUTIVE  EDITOR 

The  Amarillo  Globe-News  Is  seeking  an  Ex¬ 
ecutive  Editor.  The  Editor  will  lead  the 
newsroom  of  the  Amarillo  Globe-News  in 
covering  Amarillo  and  the  Texas  Panhandle. 
This  position  will  hire  and  supervise  the 
newsroom  department  heads  and  will  be  re¬ 
sponsible  for  preparing  and  managing  the 
newsroom  budget.  The  editor  must  be  able 
to  challenge,  motivate  and  inspire  the 
newsroom  to  improve  daily  and  Sunday 
newspapers.  The  ideal  candidate  will  be 
well  versed  in  writing,  reporting,  design,  legal 
and  technology  issues  in  the  newsroom. 
Must  have  a  college  undergraduate  degree 
and  at  least  15  years  in  newspapers,  with 
significant  time  as  a  supervisor. 

Candidate  must  possess  the  highest  stand¬ 
ards  for  journalistic  ethics  and  quality. 

Send  resume  to  Les  Simpson,  publisher, 
Amarillo  Globe-News,  P.O.  Box  2091,  Ama¬ 
rillo,  TX  79166. 


MANAGING  EDITOR 

Alternative  news  weekly,  with  a  focus  on 
arts,  entertainment,  and  culture,  is  seeking 
a  strong  leader  to  manage  the  daily  activities 
of  the  newspaper.  Ideal  candidate  must 
have  a  proven  track  record  in  managing 
staff  and  developing  editorial  direction. 
Successful  candidate  will  have  strong 
editing  ability,  good  background  in  features, 
dining,  film,  and  music  coverage.  Must  be 
proficient  in  QuarkXPress.  We  offer  a  com¬ 
petitive  salary  package  with  excellent  bene¬ 
fits.  Position  is  located  in  Las  Vegas,  Nevada. 
Interested  candidates  should  submit 
resume,  cover  letter,  clips  and  salary  re 
quirements  to: 

Box  3418,  Editor  &  Publisher  Classifieds 
770  Broadway,  7th  Floor 
New  York,  NY  10003 


Mother  Jones,  the  San  Francisco-based  Na¬ 
tional  Magazine  Award-winning  bimonthly,  is 
looking  for  a  SENIOR-LEVEL  EDITOR  who 
can  develop  major  investigative  stories,  find 
the  best  writers  to  write  them,  and  edit  the 
pieces  with  savvy  and  skill. 

This  editor  must  know  how  to  develop  stories 
that  have  major  impact  and  that  meet 
the  highest  journalistic  standards  and  must 
also  be  skilled  at  editing  various  types  of 
stories.  We  are  an  Equal  Opportunity  em¬ 
ployer.  Send  resume  and  any  relevant  ma¬ 
terial  to: 

Alastair  Paulin,  Managing  Editor 
Mother  Jones 

731  Market  Street,  Suite  600 
San  Francisco,  CA  94103 
or  E-mail  paulin@motherjones.com  with  the 
words  “investigative  editor"  in  subject  line. 


ADVERTISERS 

For  Space/material 
deadlines  call 
Michele  MacMahon  at 
646.654.5303 


EDITORIAL 


STOCK  MARKET  COLUMNIST 
Reuters  is  looking  for  an  outside  columnist 
to  write  a  weekly  feature  on  the  stock  market 
for  its  Reuters  Business  Report  product. 

The  column  will  highlight  trends  and  strate¬ 
gies  influencing  the  market.  It  will  put  them 
into  historical  perspective  and  offer  a  look 
ahead  to  guide  nonprofessionals  in  their  in¬ 
vestment  decisions. 

The  column,  running  at  about  800  words,  is 
designed  for  publication  by  North  American 
newspapers  and  Web  sites  over  the  weekend, 
when  individual  investors  have  more 
time  to  plan  their  portfolios. 

The  successful  candidate  will  have  either  a 
strong  background  in  financial  journalism 
and  proven  knowledge  of  the  stock 
markets,  or  a  strong  background  in  the  fi¬ 
nancial  markets  with  proven  writing  ability. 
Freelance  terms. 

Please  send  a  resume  and  a  brief  proposal 
on  how  you  might  approach  such  a  column: 

Frank  McGurty,  Editor 
Reuters  Business  Report 
frank.mcgurty@reuters.com 

WEB  EDITOR/GRAPHICS  EDITOR 
Are  you  a  multi-media  storyteller?  Are  you 
looking  for  a  way  to  put  your  web  skills  to 
use  and  still  be  able  to  do  creative  graphic 
work  in  the  print  environment? 

We  have  a  web/print  hybrid  job  that  may  be 
just  for  you!  We  are  looking  for  a  web  edi¬ 
tor/graphics  editor  to  help  maintain  our 
standing  as  the  most  dynamic  community 
newspaper  and  information  company  in  the 
Midwest. 

The  successful  candidate  will  be  a  visual 
journalist  and  able  to  edit  and  post  news 
stories  to  the  web,  develop  and  coordinate 
multimedia  news  projects  and  maintain  the 
daily  news  content  production  of  the  web 
site.  This  person  will  also  be  the  Graphics 
Editor  of  the  daily  newspaper  and  be  able 
to  show  success  in  creating  charts,  maps 
and  dynamic  page  design  skills  for  the  daily 
newspaper. 

Send  resume,  clips  and  brief  letter  describing 
your  past  history,  successes  and  goals 
to  Bill  Dunn,  editor,  Grand  Island  Independent, 
P.O.  Box  1208,  Grand  Island,  NE 
68802-1208. 


MARKETING 


MARKETING  DIRECTOR 
The  Fayetteville  Observer  is  looking  for  an 
experienced  newspaper  marketing  profes¬ 
sional  to  help  us  tell  our  story  within  a 
10-county  area  of  southeastern  North  Caro¬ 
lina.  We  are  a  family-owned,  70,000- 
circulation  daily  with  a  variety  of 
publications  and  online  services. 

The  marketing  director  will  work  closely 
with  the  publisher  to  develop  and  implement 
the  company’s  overall  marketing  strategy. 
We  are  looking  tor  someone  who  can  lead  a 
staff,  work  well  with  other  departments  and 
work  well  with  people  throughout  our  com¬ 
munity. 

Please  send  letter  and  resume  to: 

Charles  Broadwell,  Publisher 
The  Fayetteville  Observer 
P.O.  Box  849,  Fayetteville,  NC  28302 
cbwelK^ayettevillenc.com 
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-HELP  WANTED- 


PRESSROOM 


ASSISTANT  PRESS  MANAGER:  2ND  SHIFT 

We  are  a  full-service  commercial  printer 
owned  by  The  Seattle  Times,  in  business 
over  40  years.  We  have  been  a  New  York 
Times  print  site  since  January  of  2002.  Our 
ideal  candidate  has  5-i-  years  supervisory 
experience  in  a  web  press  environment. 
Prefer  KBA,  Goss  or  similar  equipment 
background.  Must  be  highly  organized,  qual¬ 
ity  driven  and  mechanically  inclined.  Salary 
DOE  +  excellent  benefits.  EOE.  Qualified 
candidates  send  resume,  cover  letter  and 
salary  history  to:  Rotary  Offset  Press,  6600 
S.  231st  Street,  Kent,  WA  98032.  Attn: 
HR/APM,  or:  FAX:  (253)  813-2932  or: 
hr-rop@seatlletimes.com 


Eagle  Publications  (Zone  1)  is  reopening  its 
search  for  a  PRESS  and  PRE-PRESS  FORE¬ 
MAN  (nights)  for  our  AM  publications.  Our 
foreman  is  hands-on,  working  with,  training 
young  crew,  overseeing  maintenance, 
waste  management  on  an  8-unit 
Community.  Daily,  3  weeklies,  commercial 
printing.  Great  growth  opportunity  for 
strong  #2  seeking  to  move  up.  Salary 
range  mid-upper  $40s  to  $50,000  plus  ben¬ 
efits,  future  incentives.  Contact: 

Rich  Heiland,  General  Manager 
rich@eagletimes.com 

RR2  301  River  Road,  Claremont,  NH  03743 


PRESS  MAINTENANCE  FOREMAN 

The  Press  Democrat,  a  New  York  Times 
Company  newspaper  in  Santa  Rosa,  Califor¬ 
nia,  has  an  opening  for  Press  Department 
Maintenance  Foreman. 

This  individual  would  report  to  the  Press  De¬ 
partment  Manager  and  direct  and 
participate  in  all  facets  of  production  main¬ 
tenance  and  repair,  including  but  not  limited 
to,  managing  staff  and  work  processes, 
training  and  evaluating,  coordinating  with 
supporting  departments,  preparing  reports, 
ordering  maintenance  materials  and 
supplies,  and  managing  various  pressroom 
projects. 

The  qualified  candidate  should  possess  the 
skills  necessary  to  carry  out  the  responsibiF 
ities  listed  above;  have  extensive  mainte¬ 
nance  experience  in  double-wide  offset 
newspaper  presses,  have  strong  mechanical 
and  maintenance  background;  should  be 
computer  literate;  have  excellent  organiza¬ 
tional,  verbal  and  writing  skills;  have  at 
least  three  years  of  pressroom  supervisory 
experience  in  high  quality  deadline  oriented 
environment. 

We  offer  a  competitive  salary  and  an  excel¬ 
lent  benefits  package.  Qualified  applicants 
should  forward  a  resume  and  salary  history 
by  FAX  or  E-mail  to: 

Press  Department  Manager 
FAX:  (707)  521-5365 
E-mail:  imoore@pressdemocrat.com 


PRESSROOM  MANAGER/PRESS  OPERATOR 
Central  Florida  daily  /  commercial  division. 
Press  Manager/Operator  for  Goss  Urbinite 
and  Harris  V-15  press  lines.  Send  resume 
to  Human  Resources,  News  Chief,  P.O.  Box 
1440,  Winter  Haven,  FL  33882;  or  by 
E-mail  to:  dwilk@newschief.com 


PRESSROOM 


PRESSROOM  FOREMAN 

The  Daily  Herald,  a  vital  daily  serving  readers 
in  middle  Tennessee,  is  looking  for  an 
experienced  pressroom  foreman.  This  person 
will  be  responsible  for  the  staffing  and 
operation  of  a  14-unit  Goss  Community 
press.  The  Daily  Herald  has  a  Sunday  circu¬ 
lation  of  14,0(10  and  is  located  40  miles 
south  of  Nashville.  If  you  qualify  for  this 
great  opportunity,  send  your  resume  to: 

Mark  Palmer,  Publisher 
The  Daily  Herald,  P.O.  Box  1425 
Columbia,  TN  38401 
mpalmer@columbiadailyherald.com 


Pressroom  Supervisor 

Join  Philadelphia’s  largest 
cold  web  printer  and  earn 

$75,000  Annually 
Performance  Bonus 

Bartash  is  a  7  day,  24  hour  printing 
operation  that  seeks  an  experienced 
pressroom  supervisor  that  has  the 
ability  to  commit  to  tight  deadlines, 
work  under  pressure  while  providing 
excellent  print  quality.  The  supervisor 
has  the  responsibility  to  manage  a 
press  crew  of  20  that  operates  4  press 
lines  Wednesday  through  Saturday 
from  8:00  p.m.  to  8:00  a.m.  The  can¬ 
didate  must  have  experience  with 
on-line  glue  and  trim  books,  multi 
webs  and  extensive  4-color.  Special 
consideration  given  for  experience  on 
Community  and  Tensor  press  units. 
Submit  resume  to: 

Bartash  Printing 
Attention:  Edward  Yucis 
5400  Grays  Avenue 
Philadelphia,  PA  19143 
Phone:  (215)  724-1700 
Fax:  (215)  724-3948 
E-mail:  eyucis@bartash.com 


PRESSROOM  MANAGER 
McCormick  Graphics,  a  growing  Gannett 
commercial  printing  facility  in  Alexandria, 
Louisiana  has  a  Pressroom  Manager  position 
available  in  a  cold  web  and  sheet  fed 
printing  environment.  Hands  on  position. 
Hours  vary;  some  weekend  and  night  work 
required.  Must  have  minimum  8  years  expe¬ 
rience  on  Goss  Community  press.  Previous 
supervisory  experience  required.  Must  pos¬ 
sess  strong  leadership  skills,  be  very 
quality  conscious  and  have  good  color  per¬ 
ception.  Requires  verbal,  written  and  me¬ 
chanical  skills.  Send  resume  with  cover  letter 
and  salary  requirements  to: 

Human  Resources 

P.O.  Box  7558,  Alexandria,  LA  71306 
Or  E-mail  to:  personnel@thetowntalk.com 


•HELP  WANTED- 


PRESSROOM 


SUPERVISOR/PRESS  OPERATOR 
Hands  on.  Full  charge  Production  Manager 
with  experience  on  Tensor  or  Goss  or 
Harris  4  Color  to  manage  pressroom.  Good 
leader  -  forceful  and  organized.  Written,  ver¬ 
bal  and  mechanical  skills.  Good  color  per¬ 
ception.  Previous  supervisory  experience. 
Send  resume  with  salary  requirements  to: 

President,  VIP  Advertising,  Inc. 

215  Oser  Avenue,  Hauppauge,  NY  11788 
Or  Fax:  (631)  231-0030 


-POSITIDNS  WANTED- 


_ CIRCULATION _ 

14  YEARS  of  experience  in  all  phases  of  cir¬ 
culation.  with  keen  eye  on  the  bottom  line. 
Have  provided  growth  in  any  position  I’ve 
held.  Would  prefer  Western  MD;  West  PA; 
North  WVA;  or  East  OH;  for  the  #1  slot  at  a 
25,000  paid  daily  and/or  Sunday.  Would  en¬ 
tertain  the  right  #2  slot.  If  you  want  someone 
who  will  deliver  on  promises,  inquire  at: 
newspapercirculation@hotmail.com 


-PDSITIDNS  WANTED- 


EDITORIAI. 


EDITORIAI. 


WANTED  ALIVE:  NEWSPAPER  OWNER 

(one  who  wants  to  develop  an  excellent  quality  publication) 

Sought  by  high  energy,  hard  working,  senior,  experienced  and  successful  news¬ 
man/corporate  lawyer/business  executive  with  leadership  skills  who  wants  to  return  to 
the  news  business  as  editor  &  publisher  of  a  paper  that  he  can  turn  into  a  publication 
that  will  earn  a  prestigious  national  reputation  as  well  as  excellent  economic  returns. 
Will  also  consider  ombudsman  or  other  senior  news/editorial  executive  position  offenng 
opportunity  to  contribute  significantly  to  development  or  improvement  of  a  quality 
product.  Committed  to  aggressive  and  objective  journalism.  Respond  to: 

Box  3402,  Editor  &  Publisher  Classifieds 
770  Broadway,  7th  Floor 
New  York,  NY  10003 

OR  E-mail  to:  mmacmahon@e<litorandpublisher.com 


EDITORLVL 


TOP-NOTCH  FEATURE  WRITER/COLUMNIST 
Northwestern  University  Medill  grad  with  30 
years  as  staffer  and  freelancer  for  nation’s 
top  magazines  and  newspapers,  experience 
covering  business,  finance,  and  technology; 
won  three  national  magazine  awards  for 
print  and  Web-based  commentary  in  last 
two  years,  seeking  challenging  niche  as 
capstone  to  career.  D.  Bartholomew: 

(510)  486-1745;  E-mail:  bartedit@aol.com 


CLASSIFIED  ADVERTISERS; 


If  YOl!  ixin’t  see  a 


CATEGORY  TH.AT  FITS  YOUR  NEEDS, 


PLEASE  CALL  I'S  .AT 


888.825.9149 


E&P'S  CLASSIFIED 

the  newspaper 
^industry’s  meeting^ 
place. 

888.825.9149 


EDITOR  &  PUBLISHER 
CLASSIFIED  RATES 


HELP  WANTED 

Line  rates:  $13.80  per  line,  per 
week,  three  line  minimum 
Black  and  white  display  ads 
$149.00  per  col.  inch,  per  week 
one-inch  minimum 
half-inch  increments 

EQUIPMENT  &  SUPPLIES 
INDUSTRY  SERVICES 
ANNOUNCEMENTS 
FEATURES  AVAILABLE 

line  rates:  $12.45  per  line,  per  week 
three  line  minimum 

Black  and  white  display  ads 

$149.00  per  col.  inch,  per  week 
one-inch  minimum 
halt-inch  increments 

ALL  CATEGORIES 

Red  display  ads:  $60.00  per  week  in 
addition  to  black  and  white  display 
rates.  Frequency  discounts:  For  both 
line  and  display  ads.  run  two  or  more 
weeks  and  enjoy  big  discounts.  Blind 
boxes:  $25.00  per  insertion:  counts 
as  two  lines  of  copy.  The  identity  of 
box  holders  cannot  be  revealed. 
Readers  are  advised  not  to  send 
samples  when  replying  to  blind  box 
ads:  we  are  not  responsible  for  the 
recovery  of  samples. 

DEADLINE: 

Wednesday  noon  prior  to 
Monday  issue  date 


www.editorandpublisher.com 
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NEW  2003  EDITION  AVAILABLE  NOW! 


EDITORe^  PUBLISHER 


{> 


E&P’s  Internatn 
need  to  reach  ai 


Call  1-800-562-2706  to  Order  NOW! 

Buy  the  3  Volume  Set  for  only  $230  and  Save  30% 

Also  available  ONLINE. 

Targeted  Searches  -  Data  Exports  -  Customized  Mailing  Lists 
Call  (800)  336-4380  ext.  1  for  more  information. 


I  Year  Book  is  th 


heinformation  ybu  need 


— —  3  jAlumb 

DAILIES  •ireiKLIES 


YEAR  BOOK 


YEAR  BOOK 


K\R  B(X)K 

UHONWHERi: 


VOL.  1 

•  U.S.  &  Canadian  Dailies 

•  U.S.  &  Canadian  Newspaper  Groups  «fe  Special  Dailies 

•  Foreign  Newspapers 

•  News,  Picture  &  Syndicated  Services 

•  Equipment/Interactive  Products  &  Services 


VOL.  2 

•  U.S.  &  Canadian  Community  Weeklies 

•  U.S.  &  Canadian  Shopper/TMC  Publications 

•  U.S.  &  Canadian  Specialty  &  Niche  Publications 

•  U.S.  &  Canadian  Weekly  Newspaper  Groups 

•  Other  Organizations  &  Industry  Services 


VOL.  3 

•  Alphabetical  listing  of  personnel  from  Dailies, 
Weeklies,  Groups,  Services,  Shopper  and  Niche 
Publications 

•  Name,  Title,  Company,  Phone,  City  &  State 


I  Dailies  throughout  the  world 
including  contact  names/titles, 
addresses,  phone/fax  numbers, 
local  population,  circulation, 
subscription  rates,  mechanical 
specs,  equipment,  news  services 
and  more! 

I  Community  papers,  shoppers, 
TMC’s,  specialty  and  niche 
publications:  alternative,  black, 
ethnic,  religious,  gay  and  lesbian. 

I  Web  site  addresses,  ad  rates, 
installed  equipment,  special 
editions/sections,  newsprint  and 
other  commodity  consumption. 


MARKET 

(;liue 


AVAILABLE  NOW! 

^  THE  NEW  2003 
EDITOR&PUBLISHER 
MARKET  GUIDE 

With  the  Exclusive 
E&P  Better  Living  index! 


For  decades  marketers  have  used  the  E&P  MARKET  GUIDE  as  a  planning 
tool  and  relied  on  the  demographic  and  economic  tables  to  provide  actuals 
and  remarkably  accurate  annual  projections 


Household  and  per  Capita. 

Principal  Industries  Chain  Outlets  Retail 
Outlets,  Location  of  Markets,  Newspapers 
Serving  the  Market.  Retail  Sales  Data,  and  much,  much 
more! 


Plus  the  MARKET  GUIDE  is  a  highly  recommended  source  of  relocation 
data  with  its  market  profiles  and  quality  of  life  indices  It  is  this  unique  com¬ 
bination  of  quantitative  and  qualitative  data  that  provides  such  a  uniquely 
accurate  description  of  community  life. 

Now.  in  our  79th  anniversary  printing,  the  MARKET  GUIDE  offers 
newly  updated  data  in  both  areas  to  enhance  your  research  needs! 


It's  the  only  source  of  valuable,  descriptive  information  for  MSA  and 
non-MSA  markets  in  the  US.  and  Canada  ...  plus  critical  market  data  for 
more  than  1,600  cities  and  all  3.141  US.  counties 


The  E&P  MARKET  GUIDE  is  just  $150  plus  $15  shipping/handling .  (CA. 

DC.  FL.  IL,  M A.  MD.  N J,  NY.  OH  and  TX  residents  please 
add  appropriate  sales  tax.  Canada  residents  please  add 
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and  downs  of  the  retailing  industrv', 
with  Kmart  dropping  from  seventh 
to  17th  place  among  brand  advertis¬ 
ers  and  Target  rising  from  18th  to 
16th  place. 

The  2002  list  of  top  100  parent 
company  advertisers,  meanwhile, 
betrayed  a  relative  falloff  in  impor¬ 
tance  of  auto  makers  last  year,  as 
companies  like  Ford  Motor  Corp. 
and  General  Motors  Corp.  slipped 
in  ranking. 

Overall,  increased  spending  by- 
telecom  companies,  as  well  as  some 
retailers  and  movie  studios,  helped 
nudge  newspapers’  total  share  of  ad 
dollars  to  24.5%  in  2002 
(or  $23.5  billion)  from 
24.3%  (or  $21.8  billion) 

^  the  year  before. 

TV  and  radio  also  posted 
share  gains,  while  maga- 
zines  and  outdoor  declined. 

For  2003,  CMR  predicted 
spending  in  telecom,  along 
with  entertainment,  automotive, 
and  pharmaceutical  companies 
^400  would  continue  driving  share  gains 

among  newspapers. 

“Overall,  we’re  going  to  be  looking 
mu  for  one-tenth  to  two-tenths  of  a 


Fierce  competition  among  tele- 
com  companies  continued  to  play 
itself  out  to  the  benefit  of  newspa¬ 
pers  last  year,  as  a  battle  for  market  share 
propelled  three  new  telecom  companies 
into  the  top  10  list  of  brand  advertisers  in 
newspapers,  according  to  TNS  Media 
I  ntelligence/ CMR. 

Verizon  Wireless  Service  continued  its 
ascent  in  the  rankings  last  year,  replacing 
AT&T  Wireless  Service  as  the  second- 
biggest  brand  advertiser  in  newspapers, 
after  longtime  first-place  holder  Macy-’s. 
AT&T  Wireless,  meanwhile,  slipped  to 
ninth  place  after  catapulting  from  44th  to 
second  place  in  2001. 

The  rankings  also 
illustrated  the  ups 


rUNLlMlTfcD  'll  FREE  5 


percent  share  ~  ~  -  - _ 

growth  for  _  -  ~  ^ 

newspapers,  '  "  —  . 

based  on  a  very  strong  second-half 
performance,”  said  Chuck  Paul,  CMR’s 
director  of  national  newspaper  sales, 

“but  that’s  vet  to  be  seen.”  —  Lucia  Moses 


Totals  in  the  Newspaper  column  represent  revenue  estimates  for  Local  Newspapers.  National  Newspapers  and  Sunday  Magazines  combined  {*)  Indicates  that  hgures  are  not  available  from  the  previous  year 
Source:  TNS  Media  Intelligence/CMR 
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Top  10  Brand  Advertisers 

IN  Newspapers 

2002 

RANK 

2001 

RANK 

BRAND  ADVERTISER  (PARENT  COMPANY) 

NEWSPAPER 

DOLLARS  SHARE 

(In  000s)  (Ot  Spending)  ; 

1 

1 

MACY'S  (FEDERATED  DEPARTMENT  STORES  INC.) 

2002 

$332,875.00 

85.9% 

2001 

$331,947.60 

87.1% 

2 

5 

VERIZON  WIRELESS  SERVICE  (VERIZON  COMM.) 

2002 

$265,534.00 

40.2% 

2001 

$216,097.30 

42.6% 

3 

3 

VAUSSIS  COUPONS  (VALASSIS  COMM.  INC.) 

2002 

$259,854.50 

100  0% 

2001 

$248,201.20 

100.0% 

4 

4 

NEWS  AMERICA  FSI  (NEWS  CORP  LTD.) 

2002 

$234,874.50 

100.0% 

2001 

$227,685.90 

100.0% 

5 

6 

DILLARDS  (DILLARD  INC.) 

2002 

$219,188.00 

94.7% 

2001 

$204,274,30 

95.5% 

6 

* 

AT&T  MLIFE  SERVICE  (ATtT  WIRELESS) 

2002 

$197,797.30 

55.5% 

2001 

$0.00 

* 

7 

11 

CIRCULAR  WIRELESS  SERVICE  (SBC  COMM.  INC.) 

2002 

$176.440  20 

41.3% 

2001 

$131,322.00 

37.8% 

8 

8 

BEST  BUY  (BEST  BUY  Ca  INC.) 

2002 

$168,003.50 

57.2% 

2001 

$153,717.70 

61.8% 

9 

2 

AT&T  WIRELESS  SERVICE  (AT&T  WIRELESS) 

2002 

$159,770.60 

67.5% 

2001 

$286,813.10 

74  7% 

10 

10  WARNER  BROS.  STUDIOS  (AOL  TIME  WARNER  INC.) 

2002 

$153,803.30 

31.1% 

2001 

$141,714.40 

28.9% 

Top  10  Parent  Companies 

OF  Advertisers  in  Newspapers  i 

1  2002 
[  RANK 

2001  COMPANY 

RANI 

NEWSPAPER 

DOLLARS  SHARE  i 

(InOOOs)  (Of  Spending) 

1 

1 

FEDERATED  DEPARTMENT  STORES  INC. 

2002 

$522.21960 

852% 

2001 

$527,73300 

86.5% 

2 

2 

MAY  DEPARTMENT  STORES  CO. 

2002 

$459,661.40 

82.5%  : 

2001 

$445,480.30 

84.6% 

3 

5 

AT&T  WIRELESS 

2002 

$419,463.10 

631%  ' 

2001 

$362.36100 

68.2% 

4 

3 

NEWS  CORP  LTa 

2002 

$382.39260 

49.9%  ! 

2001 

$357,178.60 

48.6% 

5 

4 

VERIZON  COMMUNICATIONS 

2002 

$377,287  30 

363%  ; 

2001 

$353.5%  30 

42.0% 

6 

6 

AOL  TIME  WARNER  INC. 

2002 

$326,106.00 

21.4% 

2001 

$271,983.10 

18.5% 

7 

10 

SBC  COMMUNICATIONS  INC. 

2002 

$309,808.30 

42.8% 

2001 

$223,929.90 

40  7% 

8 

11 

SPRINT  CORP 

2002 

$271,638.80 

42.7%  : 

2001 

$217,141.20 

35.0%  i 

9 

9 

WALT  DISNEY  CO. 

2002 

$267,405  70 

24.0%  ! 

2001 

$233,939.70 

22.4% 

10 

7 

VAUSSIS  COMMUNICATIONS  INC 

2002 

$259,854.50 

100.0% 

2001 

$248i01.20 

100.0% 

m 
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and  downs  of  the  retailing  industr>  , 
with  Kmart  dropping  from  seventh 
to  17th  plaee  among  brand  advertis¬ 
ers  and  Target  rising  from  18th  to 
Idth  place. 

The  2002  list  of  top  100  parent 
company  advertisers,  meanwhile, 
betraved  a  relative  fallofl’in 


Fierce  competition  among  tele- 
com  companies  continued  to  play 
itself  out  to  the  bcmcfit  of  ncwspa- 
pcTS  bust  \  ear,  as  a  battle  for  market  share 
propelled  three  new  telecom  companies 
into  the  top  10  list  of  brand  advertisers  in 
newspapers,  according  to  TNS  Media 
Intelligence/CM  R. 

Verizon  Wireless  Service  continued  its 
ascent  in  the  rankings  last  year,  replacing 
AT&T  Wireless  Service  as  the  second- 
biggest  brand  advertiser  in  newspapers, 
after  longtime  first-place  holder  Maev’s. 
AT&T  Wireless,  meanwhile,  slipped  to 
ninth  place  after  catapulting  from  44th  to 
second  place  in  2001, 

The  rankings  also 
illustrated  the  ups 


impor- 

tanceofauto  makers  last  year,  as  ' 
companies  like  Ford  Motor  Corp.  I 

and  Cieneral  Motors  Coqv.  slipped  I 

in  ranking.  1 

Overall,  increased  spending  by  C 

telecom  companies,  as  well  as  some 
retailers  and  movie  studios,  helped 
nudge  nevvspajx'rs’  total  share  of  ad  U 
dollars  to  24.5%  in  2002  M 

(or  .S2.'5.5  billion)  tfom  it 

24.,'3%  (or  S21.8  billion) 

,  the  year  before.  pZ 

TV  and  radio  also  posted  | ' 
share  gains,  while  maga- 
zines  and  outdinir  declined. 

For  200.‘1,  CM  R  predicted 
spending  in  telecom,  along 
'•i  with  entertainment,  automotive, 

and  phannaceutical  companies 
would  continue  driving  share  gains 
^  among  newspapers. 

“Overall,  we  re  going  to  be  kxiking 
W I  j  i  for  one- tenth  to  two- tenths  of  a 


percent  share  _ 

growth  for 

newspapers,  — -  — 

based  on  a  verv  strong  second-half 
performance,”  said  Chuck  Paul,  CMR's 
director  of  national  newspaper  .sales, 
“but  that’s  vet  to  lx*  seen."  —  Liicki  A 


Top  10  Parent  Companies 
OF  Advertisers  in  Newspapers 


Top  10  Brand  Advertisers 
IN  Newspapers 


NEWSPAPER 

DOLWRS  SHARE 
(In  (X)0$)  (Of  Spending) 


NEWSPAPER 

DOLLARS  SHARE 
(In  000s)  (Of  Soe-'J' 


BRAND  ADVERTISER  (PARENT  COMPANY) 


S522  219  60  85  2% 

$527,733  00  86  5% 

5459.661  40  82  5% 

$445,480.30  846% 

$419463  10  63  1% 

$362  361  00  68  2^;, 

$382,392.60  499% 

$357,178.60  486% 

$377  287  30  36  3% 

$353,596  30  42  0% 

$326.10600  21.4% 

$271,983  10  185% 

$309.808  30  428% 

$223  92990  40  7% 

$271.63880  42  7% 

$217.14120  35.0% 

$267  405  70  24  0% 

$233,939  70  22  4% 

$259,854.50  1000% 

$248,201.20  100.0% 


1  1  MACY’S  (FEDERATED  DEPARTMENT  STORES  INC.)  2002  $332.875  00 

2001  $331.947  60 

2  5  VERIZON  WIRELESS  SERVICE  (VERIZON  COMM.)  2002  $265.534  00 

2001  $216,097.30 

3  3  VALASSIS  COUPONS  (VALASSIS  COMM.  INC.)  2002  $259,854.50 

2001  $248,201.20 

4  4  NEWS  AMERICA  FSI  (NEWS  CORP  LTD.)  2002  $234,874.50 

2001  $227,685.90 

5  6  DILLARDS  (DILLARD  INC.)  2002  $219.18800 

2001  $204.27430 

6  *  AT&T  MLIFE  SERVICE  (ATtT  WIRELESS)  2002  $197,797.30 

2001  $0.00 

7  11  CINGULAR  WIRELESS  SERVICE  (SBC  COMM.  INC.)  2002  $176.440  20 

2001  $131.32200 

8  8  BEST  BUY  (BEST  BUY  CO.  INC.)  2002  $168,003.50 

2001  $153.717  70 

9  2  AT&T  WIRELESS  SERVICE  (AT&T  WIRELESS)  2002  $159,770.60 

2001  $286.813  10 

10  10  WARNER  BROS.  STUDIOS  (AOL  TIME  WARNER  INC.)  2002  $153.803  30 

2001  $141.71440 


FEDERATED  DEPARTMENT  STORES  INC. 


MAY  DEPARTMENT  STORES  CO. 


AT&T  WIRELESS 


VERIZON  COMMUNICATIONS 


SPRINT  CORP 


WALT  DISNEY  CO. 


VALASSIS  COMMUNICATIONS  INC 


Totals  in  the  Newspaper  column  represent  revenue  estimates  for  Local  Newspapers.  National  Newspapers  and  Sunday  Magazines  combined  (*)  Indicates  that  figures  are  not  available  from  the  prevKMJS  year 
Source:  TNS  Media  Intelligence/CMR 
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Waterless  offset,  plateless  litho,  and  shaftless  tower  additions 


BY  JIM  ROSENBERG 
AND  MARK  FITZGERALD 

LAS  VEGAS 

PRESS  MAKERS  AIMING  FOR  EFFICIENCY  AND  VERSATILIIT 

Strive  to  make  it  easier  to  add  color  to  older  presses,  take 
the  water  out  of  newer  offset,  and  digitally  create  print¬ 
able  images. 

MAN  Roland  made  DICOweb  the  center  of  its  Nexpo 
2003  campaign,  showing  for  the  first  time  in  North  America  a  mod¬ 
el  rather  than  a  mock-up.  The  variable-cutoff  press  with  digitally  re- 
imageable  cylinders  targets  papers  that  want  to  print  short-run 
specialty  products  —  as  a  third  European  site  soon  will.  “It’s  been  a 

10-year  process,  and  it’s  finally  become  a  In  contrast  to  introducing  shaftless 

production  model,”  said  Vince  Lapinski,  drives  eight  Nexpos  ago,  Wifag  now'  tries  to 

senior  vice  president,  web  operations.  counter  its  high-price  image.  “We  are  actu- 

MAN  also  will  add  color  towers  to  any  ally  selling  people  less  equipment  because 

press  —  a  business  it  had  avoided  because  you  can  do  more  with  it,”  Vice  Chairman 

of  control  and  drive  incompatibilities  that  Noel  McEvoy  said.  “Maybe  instead  of  five 

can  come  with  retrofitting.  MAN  now’  ar-  presses,  you  buy  four  because  there  are 
gues  that  those  issues  are  obviated  by  its  greater  elficiencies.” 

shaftless  drive,  open-architecture  controls,  Wifag's  next  big  thing  is  the  evolution 
and  the  PrintNet  workflow  system  that  its  471,  an  offset  press  designed  to  accommo- 
ppi  Media  subsidiary'  offers.  date  fiiture  technologies.  Wifag  makes  only 

Emphasizing  fle.\ible  equipment  configu-  doublewide  offset  newspaper  presses,  and 
ration,  KBA-North  America’s  Nexpo  focus  unlike  its  principal  competitors’  efforts  — 
was  on  newspapers  looking  at  additional  one  shelved  during  bankruptcy,  another  a 
and  non-traditional  printing  jobs.  “Maxi-  sheetfed  press,  and  a  third  for  niche  prod- 
mizing  the  time  the  press  is  up  and  running  ucts  —  it  hung  back  on  developing  a  digital- 
and  minimizing  downtime  —  that  is,  across  ly  driven  machine,  study’ing  control  of 
the  board,  what  you  hear  from  every  single  imaging  and  content  to  serve  future  multi¬ 
purchaser  or  prospective  customer,”  said  pie-media  business  models,  said  McEvoy. 
Marketing  and  Newspaper  Sales  Director  “We  have  built  a  new  press  from  scratch 

Gary  Owen.  Finding  new  w'ork  is  second  on  a  new  platform”  using  image-based  con- 
only  to  bringing  back  in  house  work  they  trols,  that  will  “allow'  imaging  on  the  press 
had  shopped  out,  he  said.  itself,”  McEvoy  said.  With  a  design  that 

The  doublewide  version  of  KBA’s  very  takes  into  account  life  cycles  of  industrial 
compact,  four-color  Cortina  press  is  finally  electronics  and  computing  components 
into  a  European  beta  site  and  available  for  that  are  far  shorter  than  that  of  the  me- 
sale,  according  to  Owen.  The  waterless  press  chanics,  the  digital  press  that  Wifag  called 
relies  on  special  plates,  ink,  and  temperature  the  first  built  specifically  for  newspapers 
controls.  It  features  low'er  dot  gain,  auto-  will  be  immediately  usable  and  opren  to  up- 
matic  blanket  tensioning,  semiautomatic  grades  as  technologies  change.  For  exam- 
plate  change,  and  console-set  roller  lock.  pie,  McEvoy  notes,  “The  imaging  heads  we 

On  another  front,  KBA  now  offers  a  flexo  have  today  we  know  are  not  the  ones  well 
press  with  directly  driven  couples  arranged  put  on  the  press.”  Ready  now  for  “direct  ex- 

to  make  four-over-four  color  possible  with-  posure  of  non-process  plates,”  evolution’s 

in  a  two-high’s  profile.  true  test  will  be  at  a  big  Zurich  daily,  where 


PPSI’s  first  80,000-cph  2:5:5  jaw  folder  will 
be  evaluated  by  the  New  York  Daily  News. 

it  is  “destined  to  go  into  pnxluction  in  Sep¬ 
tember  of  next  year,”  he  said. 

Besides  its  l-by-4  press  {E^P,  June  23) 
and  a  design  with  reelstands  and  towers  on 
the  same  level,  eliminating  need  for  a  table- 
top,  TKS  also  reminded  newspapers  of  tbe 
breadth  of  its  offerings,  from  roll  storage  to 
post-piess  equipment.  MAN,  with  its  own 
automated  roll-handling  systems,  also  has 
an  eye  on  packaging,  where  its  90,000-cph 
2-by-6  will  place  even  greater  demands  on 
operations.  “We’re  working  wth  the  mail- 
room  suppliers ...  to  increase  the  speed  of 
the  machines,”  said  Lapinski. 

In  another  indication  of  how  some  big 
pressmakers  are  emphasizing  product 
range,  Heidelberg’s  Ne,xpo  exhibit  featured 
almost  exclusively  its  line  of  post-press 
equipment,  including  stackers  from  its  re¬ 
cently  acquired  Idab  Wamac  unit. 

Of  the  erectors  and  rebuilders  that  also 
sell  new  doublewide  towers.  Printing  Press 
Services  International  finished  installing 
nine  towers  at  New  York’s  Daily  News.  Now 
“we’re  supplying ...  our  first  2:5:5  jaw  fold¬ 
er,  designed  to  fold  up  to  80,000  copies  an 
hour,”  said  Managing  Director  Stephen 
McManamon.  After  evaluating  its  perform¬ 
ance,  the  News  may  purchase  five  more. 

The  other,  George  R.  Hall  Contracting,  is 
“close  to  delivering”  its  first  Americolor 
tower  to  Charleston  (W.Va.)  Newspapers, 
said  Sales  Vice  President  Ron  Ehrhardt.  It 
joins  a  press  upgraded  and  reconfigured  by 
Hall  and  able  to  print,  collect,  editions  of  64 
foil-color  pages.  Other  work  includes  a  ma¬ 
jor  folder  project  and  Goss  Urbanite  addi¬ 
tion  for  New  York  Times  Co.  dailies  and 
installation  of  Goss  Metro  and  Headliner 
Offset  units  for  Morris  Communications.  II 
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Four  dozen  vendors  showed  up  for  their 
first  Nexpo.  From  Montreal,  Ixiasoft  came 
to  promote  extensible  markup  language 
(XML)  technology  it  licenses  to  systems 
suppliers.  Ixia  sees  the  market  recognizing 
xml’s  importance  in  managing  content  for 
multiple-media  environments.  Mactive  said 
it  will  use  I.xia’s  native  XML  storage  and 
retrieval  for  ad  archiving  and  Web-based 
delivery.  Ixia  brought  representatives  from 
Spanish  editorial  system  partner  Ailink 
(E^P,  Oct.  14)  and  French  content-man¬ 
agement  partner  Eurocortex.  “Let’s  push 
our  best  solution  in  Europe  in  the  North 
American  market,”  said  Sales  and  Market¬ 
ing  Vice  President  Jean-Paul  Chauvet. 

XML  occupied  much  time  on  and  oft’ the 
show  floor,  including  sessions  on  AdsML,  a 
global  standard  for  exchanging  information 
for  all  types  of  advertising,  across  all  media 
at  every  step  of  the  advertising  workflow. 

Other  first-timers  included:  Southern 
Lithoplate,  promoting  thermal  platesetting 
and  participating  in  discussion  of  plate  type, 
manufacturing  capacity,  pricing,  and  oper¬ 
ations;  Citgo  Petroleum  Corp.,  with  press- 
oil  sales  and  testing  and  a  “one-stop  shop” 
of  lubricants  for  vehicles,  compressors,  and 
other  newspaper  equipment;  Hart  Freeland 
Roberts’  HFR  Media  Group,  encouraged  by 


After  a  dry  spell,  visitors  and 
vendors  return  to  the  tech  show 


BY  MARK  FITZGERALD 
AND  JIM  ROSENBERG 

LAS  VEGAS 

Kansa  Technology  President 
Ron  Swint  isn’t  just  a  veteran  of 
numerous  Nexpos.  He  enlivened 
the  annual  equipment  exhibition  through 
the  1980s  by  employing  statuesque  models 
to  hand  out  brochures  for  the  company’s 
mailroom  equipment. 

The  so-called  Kansa  girls  are  long  gone, 
and  for  the  last  few  years,  customer  traffic 
also  disappeared.  Yet  Swint  was  clearly  in 
~  an  exultant  mood  here 

^  at  this  year’s  Newspaper 
Association  of  America 
^  (NAA)  show,  the  first  to 
^  Cl  ^  combined  with  the 

1  SuperConference 

I  »  '  technology  seminars. 

R1  M  He  and  another  original 

\  Kansa  owner,  Jerry 

Waddell,  along  with 
..  Vektek  Inc.,  were  there 

PPV  K  for  the  first  time  since 

^  It  1  «  they  bought  back  the 

company  assets  from 
Baldwin  Kansa  Corp. 
■Bn  Their  new  Twister 

TKS  ran  its  new,  Multi-Feeder  handles 

straight-only  press  slick,  one-page  inserts 

and  adds  pockets  to  circular  inserters 
without  moving  the  equipment. 

“This  show  has  been  excellent,”  Swint 
said  on  the  show  floor.  This  is  the  best 
Nexpo  has  been  in  the  last  couple  of  years.” 

An  NAA  spokesperson  said  final  figures 
to  be  calculated  later  this  week  will  show 
attendance  exceeded  2,800  —  an  increase 
of  nearly  18%  over  last  year.  One  reason: 
attendees  like  Jerry  Epling,  production 
director  of  The  Herald-Dispatch,  Hunting- 
ton,  W.  Va.,  who  was  looking  for  a  labeler. 

“I  haven’t  been  here  the  last  couple  of  years, 
but  I  was  ready  to  get  back  now,”  he  said. 

Like  Epling,  most  were  traveling  solo, 
Wifag  Press  Co.  Sales  Vice  President  Joe 
Ondras  noted.  They  used  to  bring  the 
whole  production  department,”  he  said. 
“Now  we  see  single  people,  but  they’re  the 
big  hitters  for  the  companies.” 


Designers’  debut:  HFR  Media  Group’s  Stephen 
Griffin,  Michael  Smith,  and  Lori  Ann  Worthington 

Gannett  Co.  to  exhibit  to  gain  wider  expo¬ 
sure  after  handling  only  Gannett  projects 
since  1990,  including  The  Courier-Journal 
upgrade  and  e.xpansion  in  Louisville.  Citing 
fewer  competitors  for  newspaper  work, 
Stephen  P.  Griffin,  principal  in  charge,  saw 
continuing  strength  in  the  down  market. 

Anticipating  an  economic  upswing  and 
looking  to  change  its  approach  to  Nexpo, 
Ron  Ehrhardt,  sales  vice  president  of 
George  R.  Hall  Contracting,  said  the  press 
rebuilder  invested  in  a  completely  new,  big¬ 
ger  booth,  like  that  of  Nexpo  neighbor 
Dauphin  Graphic  Machines.  He  liked  the 
numbers  in  Las  Vegas  this  year,  but  lacking 
enough  fresh  leads  from  recent  Ne.\pos,  he 
sought  an  even  higher  turnout.  11 
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Gloria  Brown  Anderson,  Jerry  Robinson,  and 
Jens  Robinson  at  the  signing  of  the  agreement 

the  Mideast,  and  the  U.S./Canada.  “Views” 
is  offered  in  Spanish,  too. 

•  “Business  Views,”  which  includes  12 
cartoons  a  week  on  business  and  the 
economy,  and  three  “BizWit”  humor  panels 
on  corporate  culture  and  the  workplace. 

•  “Comment  &  Caricature,”  consisting  of 
20  caricatures  of  international  notables  per 
month,  plus  four  topical  illustrations  a 
week  —  including  an  ecology  cartoon. 

•  Four  or  five  editorial  cartoons  a  week 
by  Kevin  “KAL”  Kallaugher  of  The  Sun  in 
Baltimore  and  The  Economist  magazine  of 
London,  England. 

There’s  also  access  to  CATs  archive  of 
cartoons  dating  back  20  years. 

In  addition  to  founding  CAI,  Jerry 
Robinson  is  a  comics  historian  and 
cartoonist  whose  credits  include  creating 
the  Joker  character  of  “Batman”  fame  and 
serving  as  past  presidciit  of  both  the 
National  Cartoonists  Society  and  Associa¬ 
tion  of  American  Editorial  Cartoonists. 

NYTS  distributes  70-plus  features  to 
2,000  clients  worldwide.  Its  sibling 
operation,  the  New  York  Times  News 
Service,  has  more  than  650  clients.  II 


Actually,  the  paper’s  syndicate  is  doing  just  that  after  CAI  deal 


BY  DAVE  ASTOR 


The  New  York  Times  Syndicate  is  going  from  0  to 

550  cartoonists  on  July  1. 

That’s  because  the  NYTS  just  inked  an  agreement  to 
represent  CartoonArts  International  (CAI),  whose  ros¬ 
ter  includes  550  artists  from  more  than  75  countries. 
‘They  have  a  very  strong  network  of  excellent  cartoonists  and  illus¬ 
trators,”  said  Gloria  Brown  Anderson,  vice  president  for  internation¬ 
al  and  editorial  development  in  the  News  Services  Division  of  The 
New  York  Times  newspaper,  during  an  E^P  interview.  “When  the 

^^5Sg  news  around  the  world  is  as  business  as  far  as  we  could  go  ourselves,” 
dramatic  as  it  is  today,  there’s  said  Robinson,  who  has  traveled  to  43 

certainly  a  need  countries  over  the  years  to  meet  with  artists 

for  this  type  of  and  sell  CAI  content.  “We  needed  the 
Y  ./  #  ^^^^^|^*^^^rn^terial.  backing  of  a  large  syndicate.  We  feel  our 

Yi  features  will  dramatically  in- 

^  ,  I  „  T.iTT.i-i^  crease  in  exposure  and  clients 

CAI  currently  has 
“several  hundred”  clients, 
according  to  Jens  Robin¬ 
son,  vice  president  and 
editor.  “We  are  delighted 
to  be  creating  new 

chill  opportunities  for  our  cartoonists,”  he 
said  of  the  deal,  which  ^ 

NYTS  and  CAI  execu- 
fives  had  discussed  over 
a  number  of  years.  T?  U, 


Drawn  by 
Helioflores, 
of  Mexico 
City’s  £/ 
Universal 


See  ‘Syndicate  World” (http://xiimyw. 
editorandpublisher.com)  for  content  that 
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was  one  factor  that  made  the  deal  appeal¬ 
ing.  He  added  that  he  has  liked  and  ad¬ 
mired  Anderson  for  years,  and  that  NYTS 
has  a  strong  reputation  for  its  content  and 
marketing  efforts.  We  had  taken  our 
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Financial  outlook 


Annual  Mid-Year  Media  Review  for  investment  community 
is  noteworthy  for  what’s  said,  but  also  what’s  not 

BY  LUCIA  MOSES 

WHEN  NEWSPAPER  EXECUTIVES  GET  TOGETHER, 

it’s  usually  a  gentlemanly  alfair.  But  at  the  2003 
Mid-Year  Media  Review  in  New  York,  a  finan¬ 
cial  update  for  the  investment  community, 
those  in  attendance  saw  some  sniping. 

First  there  was  Belo,  noting  that  its  Riverside,  Calif.,  Press- 
Enterprise’s  competitor  has  been  “turning  the  screws  down  on 
expenses  for  a  while.”  Then  the  New  York  Times  Co.  claimed  that  it 
is  taking  share  from  The  Wall  Street  Journal,  whose  parent  Dow 
Jones  &  Co.  came  back  with  a  knock  about  recent  circulation 


declines  at  The  New  York  Times. 

Maybe  it  was  the  city’s  strict  new  smok¬ 
ing  ban  in  bars  and  restaurants  that  made 
everyone  a  little  testy  last  week.  It  could 
just  as  easily  have  been  the  state  of 
business  these  days, 
though.  While  news¬ 
paper  companies 
remain  solidly  prof¬ 
itable,  signs  that  ad 
spending  is  coming 
back  to  life  have  yet 
to  show  themselves. 

Lingering  effects  of 
the  Iraq  war,  along 
with  long-term  pres¬ 
sures  facing  retailers,  have  slackened 
spending  in  that  category. 

Stores  these  days  are  demanding  more 
of  papers  before  committing  ad  dollars.  “I 
think  it’s  up  to  us  to  show  some  level  of 
creativity,”  said  Steve  Rossi,  president  of 
Knight  Ridder’s  newspaper  division. 

Then  there’s  the  help-wanted  question. 
When  the  economy  does  recover,  econo¬ 
mists  say  it’s  going  to  be  a  jobless  one,  so 
major  improvement  in  that  key  classified 


ad  category  could  be  way  off. 

“We  believe  that  unlike  the  last  three 
recessions,  employment  is  not  going  to 
lead  us  out  of  this  one,”  said  Robert  W. 
Decherd,  chairman,  president,  and  CEO 
of  Belo,  during  a 
question-and-an- 
swer  session. 

National  is  doing 
well,  but  as  small  a 
category  as  it  is,  it 
can’t  make  up  for 
weaknesses  in 
other  areas.  CEOs, 
pressed  by  analysts 
for  a  sense  of  where 
they  are  in  the  ad  cycle,  laughed  uncom¬ 
fortably  and  answered  reluctantly. 

“Nobody’s  calling  the  turn,”  said  Rich 
Zannino,  chief  operating  officer  for  Dow 
Jones.  “What  we’re  feeling  like  is  —  that 
we’re  bouncing  around  on  the  bottom.” 
However,  he  added,  Dow  Jones  is  seeing 
blips  of  activity  in  certain  ad  categories, 
which  represents  a  positive  change  from  a 
year  ago. 

Publishers  continued  last  week  to  warn 


of  higher  expenses,  too.  Rising  health 
insurance  costs  have  companies  asking 
employees  to  share  a  bigger  part  of  the 
burden,  causing  more  than  a  bit  of 
squawking  (reflected  in  the  rising  conflict 
over  new  labor  contracts). 

And  while  underfunded  pensions  are  a 
problem  throughout  corporate  America, 
industries  such  as  newspapers  that 
established  generous  pension  plans  a  long 
time  ago  —  and  now  have  a  lot  of  aging 
workers  —  are  taking  an  especially  big  hit, 
pointed  out  Henry'  Berghoef,  a  fund  man¬ 
ager  at  Harris  Associates  in  Chicago, 
which  owns  shares  of  Lee  Enterprises  Inc., 
Knight  Ridder,  and  Gannett  Co.  Inc. 

When  it  came  to  the  cost  of  their  raw 
material,  however,  publishers  for  the  most 
part  argued  staunchly  against  newsprint 
prices  rising  later  this  year.  Was  it 
posturing,  wishfirl  thinking,  or  the  objec¬ 
tive  view  that  demand  really  will  remain 
too  weak  to  justify  an  increase,  as  these 
publishers  contended? 

Only  Media  General,  which  would  ben¬ 
efit  from  rising  prices  through  its  part 
ovmership  in  the  SP  Newsprint  mill, 
argued  strongly  that  part  of  an  announced 
August  price  hike  would  take  hold.  “We’ve 
had  two  price  increases  in  the  past  year 
that  held  even  in  slack  demand,”  Vice 
Chairman  and  CFO  Marshall  N.  Morton 
said.  A  weak  Canadian  dollar  and  pulp 
shortage,  he  said,  are  “forcing  the  Canadi¬ 
ans  to  look  very  hard  at  what  they  do  with 
pricing.  It’s  also  caused  them  to  look  at 
production.” 

Publishers’  unspoken  big  fear,  said  Ken 
Berents,  analyst  with  Goldman  Sachs  As¬ 
set  Management,  is  “The  potential  for 
these  guys  [producers]  to  go  bankrupt.” 
His  projection?  If  the  price  hike  “doesn’t 
go  through  this  year,  itil  go  through  next 
year.” 

Prices  and  the  economy  may  be  out  of 
publishers’  control,  but  online  and  ancil¬ 
lary'  print  products  are  growing  nicely. 

“I  like  newspapers,”  Berghoef  said. 
“They’ve  still  got  a  strong  franchise.”  And 
to  hear  them  talk,  they  still  have  ways  to 
reduce  total  expenses. 

But  while  publishers  may  disparage 
each  other,  both  in  public  and  private,  for 
excessive  cost  cutting,  no  one  will  put  a 
figure  on  how  much  is  too  much  —  or 
admit  that  their  own  expense-reduction 
initiatives  are  anything  but  judicious.  One 
can  only  hope  that  when  the  recovery  does 
come,  companies  are  staffed  well  enough 
to  take  advantage  of  it.  II 


Still  waiting  for  the  recovery:  From  left,  Robert 
Decherd  of  Belo,  Knight  Bidder's  Steve  Rossi, 
and  Media  General’s  Marshall  Morton. 
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Ethics  Comer 


When  you  combine  wire  copy,  give  credit  where  credit  is  due 

WAS  SURE  I  HAD  CAUGHT  A  PLAGIARIST.  It  STARTED  ON 

June  7  when  I  was  in  Florida  and  I  bought  copies  of  The 
New  York  Times  and  the  South  Florida  Sun-Sentinel  — 
habits  of  a  newspaper  junkie.  Interestingly,  both  papers 
led  with  the  same  story:  Hamas,  the  most  violent  of  the 
Islamic  militants  in  that  region,  had  broken  off  cease-fire  talks 
with  the  Palestinian  Authority. 

But  there  was  much  more  than  that. 

The  lead  in  the  New  York  Times  piece  by  James  Bennet  was  virtual¬ 
ly  the  same  as  the  one  published  in  the  Sun-Sentinel  (a  Tribune  Co. 

paper  based  in  Ft.  Lauderdale)  that  carried 
the  byline  of  Alissa  J.  Rubin. 

Even  more  startling,  each  story  included 
an  interview  with  top  Hamas  leader  Ismail 
Abu  Shanab,  who  had  until  that  day 
seemed  agreeable  to  a  cease-fire  with  the 
Israelis.  But  what  really  was  strange  was 
the  fact  that  each  story  de¬ 
scribed  Shanab  as  “tractable.” 

Hardly  an  everyday  word  in 
journalism. 

A  note  at  the  end  of  the  story 
identified  Rubin  as  a  vmter  for 
the  Los  Angeles  Times,  “a  Tri¬ 
bune  company  newspaper,” 
adding:  “information  Irom  The 
New  York  Times  was  used  to 
supplement  this  report.” 

At  first  read,  it  seemed  like 


view  with  Abu  Shanab.” 

But  it  was  the  hijacking  of  the  word 
“tractable”  that  got  to  him.  “Khaled  Abu 
Aker  (a.  New  York  Times  stringer)  and  I 
spent  a  half  hour  discussing  how  to 
describe  Abu  Shanab,”  Bennet  said.  “That’s 
a  long  time  for  a  daily  reporter  to  spend  on 
a  single  word.” 

I  couldn’t  reach  Rubin  —  she 
was  in  Baghdad  —  so  I  used  my 
credit  card  to  buy  her  original 
story  from  the  Los  Angeles 
Times  archives. 

Rubin,  it  turned  out,  was 
totally  innocent.  Her  piece  for 
the  Los  Angeles  Times  was  a 
straightforward  report  on  the 
problems  of  a  Middle  East 
cease-fire.  There  was  no  inter- 


Rubin  had  lifted  Bennet’s  work  with  com¬ 
pletely  inadequate  “attribution.”  Her  story, 
distributed  by  the  Tribune  wire  services, 
had  a  Jerusalem  dateline.  Bennet’s  piece, 
which  carried  a  Gaza  City  dateline,  reported 
the  interview  with  Abu  Shanab  took  place 
in  his  house  there. 

A  call  to  Bennet  in  Ramallah  on  the  West 
Bank  seemed  to  confirm  my  suspicion. 

“Wow,”  he  said,  when  I  told  him  what  I 
had  found.  “That  is  veiy  disturbing.  I 
worked  for  two  weeks  setting  up  that  inter¬ 


view  with  Abu  Shanab.  The  word 
“tractable”  was  nowhere  to  be  found. 

Here’s  what  happened: 

A  wire  editor  at  the  Sun-Sentinel  had 
simply  inserted  a  crucial  block  of  Bennet’s 
New  York  Times  copy  into  the  Los  Angeles 
Times  piece  that  would  be  published  in  the 
Florida  paper  under  Rubin’s  sole  byline. 

Bennet  was  relieved  to  learn  that  the  at¬ 
tribution  foul-up  was  confined  to  south 
Florida  and  that  no  one  had  lifted  his  work. 
“The  Los  Angeles  Times  correspondents 


here  are  very  good  reporters,”  he  said. 

But  Maijorie  Miller,  foreign  editor  of 
the  Los  Angeles  Times,  said  she  knew  that 
Rubin  would  never  steal  someone  else’s 
work.  “It  sounds  like  someone  was 
e.xtremely  careless,”  Miller  said  of  the  inci¬ 
dent  at  the  Sun-Sentinel.  “That  should 
never  happen.  But  I  e.xpect  it  does,  especial¬ 
ly  at  newspapers  that  don’t  have  their  own 
foreign  correspondents  and  combine  stories 
all  the  time.” 

There  is  nothing  wrong  with  using  the 
familiar  credit  “combined  wire  services”  at 
the  start  of  a  piece.  But  it  is  wrong  to  do 
what  the  Sun-Sentinel  did  —  include  wire 
service  copy  in  the  body  of  a  bylined  piece 
without  saying  where  it  came  from. 

Meanwhile,  the  two  wire  editors  at  the 
Sun-Sentinel  on  duty  the  night  the  stories 
in  question  were  processed  are  having 
problems  remembering  exactly  what 
happened.  “Neither  one  admits  doing  it  or 
recalls  handling  the  story,”  said  Joe 
Jennings,  the  newspaper’s  acting  deputy 
managing  editor. 

So  Jennings  has  started  a  computer  in¬ 
vestigation  to  find  out  which  one  was  re¬ 
sponsible.  In  the  meantime,  Jennings  set 
the  record  straight  last  Thursday  with  an 
89-word  correction  on  page  two.  He  also 
promised  to  re-examine  the  system  his 
newsroom  uses  to  handle  the  merged  wire 
service  copy.  ‘We  want  to  make  sure  this 
never  happens  again,”  he  said. 

But  Jennings  believes  that  what  hap¬ 
pened  in  his  newsroom  was  symptomatic  of 
problems  at  other  news  organizations.  “I 
think  over  the  years  that  newspapers  have 
become  lackadaisical  about  attribution,”  he 
said.  ‘This  is  an  issue  that  we’ve  all  become 
sensitive  to.” 

But  there  is  still  an  issue  out  there  that 
he  is  having  a  hard  time  dealing  with. 

Jennings  wants  to  take  the  hit  for  what 
his  editors  did.  He  thinks  that  the  editors 
who  made  the  bad  judgment  call  should  be 
allowed  to  remain  anonymous. 

But  Jennings  bent  a  bit  when  I  told  him 
that  unless  he  went  public,  all  his  wire  edi¬ 
tors  would  be  tainted.  I  hope  when  he  finds 
out  who  was  responsible,  he  identifies  their 
culpability  in  the  correction  box. 

If  you  name  the  victim,  you  ought  to  tell 
the  world  who  the  perpetrator  was.  It  is  the 
only  way  that  readers  will  know  who  to 
hold  accountable.  ® 
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MFMBBR  OF  THE  MULLER  MARTINI  GROUP 


Graphic  Management  Associates,  Inc. 
2980  Avenue  B 
Bethlehem,  PA  18017 
Phone;  (610)  694-9494 
Fax:  (610)  694-0776 
www.gma.com 


GMA  serves  newspaper  packaging  and  distribu¬ 
tion  needs  with  the  industry's  most  extensive, 
technically  advanced  and  proven  line  of  high 
speed  inserting,  conveying,  bundle-building  and 
bundle  distribution  systems,  supported  by  GMA's 
state-of-the-art  produaion  control  software. 


Harris  Baseview^ 


Melbourne,  Florida 
(321)  242-5000  •  www.jazbox.com 


Ann  Arbor,  Michigan 
(734)  662-5800  •  www.baseview.com 


Baseview  and  Harris  fulfill  all  your  print  and 
online  publishing  needs.  Our  new  CirculationPro 
runs  on  several  systems,  including  Macintosh  OS 
X,  Windows  and  Solaris.  Along  with  editorial, 
advertising,  production  and  circulation  solutions, 
we  also  offer  full-featured  Web  hosting. 


RouteSmart’ 


TECHNOLOGIES 


1-800.977.7284 

info@routesmart.com 

www.routesmart.com 


The  RouteSmart  system  automatically. . . 

•  Balances  carrier  routes 

•  Sequences  subscribers  in  delivery  order 

•  Prints  detailed  turn-by-turn  driving 
directions  for  each  carrier 

•  Integrates  with  existing  subscriber 
management  systems 

Contact  us  to  coordinate  a  demo 
with  your  route  data. 


3  Territorial  Court 
Bolingbrook,  Illinois  60440-3557 
USA 

Tel  ■*■1.630.755.9300 
Fax  -el. 630.755.9301 
e-mail  -  info@gossinternational.com 
Web:  vvww.gossinternational.com 


Goss  International  Corporation  is  a  global  leader 
in  the  design  and  manufacture  of  advanced  tech¬ 
nology  web  offset  press  systems  for  the  newspaper 
and  commercial  printing  industries.  The  company 
supplies  a  broad  range  of  printing  press  equipment 
and  services  to  worldwide  markets. 
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Doug  Gibson 
P:  937-454-3846 
F:  937-454-3843 
121  Broadway 
Dover,  NH  03801 
doug.gibson@heidelberg.com 
www.heidelberg.com 


Heidelberg  technology  makes  newspapers  more 
competitive  and  attractive  through  enhanced  print 
quality,  productivity,  targeting  and  efficiency.  A  full 
range  of  press  and  postpress  systems  is  supported 
by  expertise  in  project  management  and  integrated 
production  solutions. 


EeP 


The  next  Marketplace  page 
will  run  September  29th. 


-  CONTACT  - 


Betsy  Maloney  (301)  656-5712 
or 

Derek  Hamilton  (312)  583-5522 
for  more  information. 


Morgan  Stout 
Ovalstrapping  Inc. 

120  55th  Street  N.E. 

Fort  Payne,  AL  35967 
(256)  845-1914 
(256)  845-1493 

Email:  info@ovalstrapping.com 
Website;  vvvvw.ovalstrapping.com 


Ovalstrapping,  pioneer  of  Servo  Controlled  strapping 
machines,  continues  to  lead  the  industry.  Fewer 
parts  and  adjustments,  speeds  up  to  45  bundles 
per  minute,  and  user-friendly  operation  make  the 
Strapmaster  the  machine  for  your  mailroom. 
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3900  East  Market  Street 
York,  PA  17402-0615 
Phone:  (717)  505  1150 
Fax:  (717)  505  1161 
sales@kbapa.com 
www.kba-print.com/pa 


As  a  member  of  the  KBA  group,  KBA  North 
America  offers  a  complete  line  of  single-width 
and  double-width  flexographic  and  offset  printing 
machinery:  the  COLORMAX/II/SW  for  flexography; 
the  COLORA/PRISMA/COMMANDER  for  the 
double-width  offset;  the  CONTINENT/COMET  for 
the  single-width  applications.  Shaftless  drives  and 
split-arm  reels  are  featured  as  standard. 


TKS 


Mike  Shafer 
Phone:  (972)  437-4466 
Fax:  (972)  437-5858 
sa  les@tkspress.com 
www.tksusa.com 
1201  Commerce  Drive 
Richardson,  TX  75081 


The  TKS  ColorTop  produa  line  includes  the 
ColorTop  7000  printing  at  85,000  CPH  and  the 
ColorTop  3100  singlewide  press  which  prints 
at  51,000  CPH.  Additionally,  TKS  can  add  our 
shaftless  towers  to  your  existing  press  and 
upgrade  your  inking  system  to  Digital  Ink  Pumps. 
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Heidelberg 

888-472-9655 

www.heidelberg.com 
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The  Mainstream  brings  a  whole 

More  leading  newspapers  worldwide  are  choosing  the  Mainstream  to  make  their  printing  more  newsworthy.  Its  1x4  format  cuts  plate 

new  sense  of  value  to  the  news. 

consumption  in  half,  allowing  newspapers  to  save  50%  in  plate  costs. The  Mainstream  is  also  built  with  Heidelberg’s  exclusive 


gapless-blanket  technology  to  eliminate  vibrations.  Making  it  possible  to  create  80,000  impressions  per  hour  while  maintaining  print 


quality.  It’s  just  the  color,  speed,  layout  flexibility  and  economic  value  expected  from  a  committed  partner  in  newspaper  printing 


solutions. The  Mainstream  from  Heidelberg -there’s  no  news  without  it. 


